L 


JelevisionAge 


AUGUST II, 1958; FIFTY CENTS 


etworks offer many new programs, but few new ideas PAGE 27 
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on 85% see tv films, only 52% go out to movies PAGE 40 


AWTV 


OKLAHOMA CITY 


CBS-TV CHANNEL 9 


is now nationally represented 


Edward Petry & Co., Inc. 


NEW YORK, CHICAGO, ATLANTA, BOSTON, DALLAS, DETROIT 
LOS ANGELES, SAN FRANCISCO, ST. LOUIS 









Interview: toatl. S [aor 


North Advertising Media Supervisor, Armella Selsor, tells why she selects WLW 
Radio and TV Stations for “even-waving’ TONI Home Permanent 







‘When it comes to the airwaves, 

i Melslelelt- Bass mat-lelloB-lale| 

TV Stations for TON! because 
they give so much cooperation... 
all the way from time availabilities 
Col ele}iahqrelin-s-1(-Melcelesiel¢iels am 


New! EVEN-WAVING LOTION! 


“Yes, the famous Crosley 
Group really roll up 

the loose ends to bring 
lelelenl-Mel-1aeer-lal-1a) @a--10 1b 6) 
for advertisers!’ \ 


Armetia Selsor, Media Supervisor for Toni, Deep Magic, 





Adorn, Thorexin. North Advertising, Incorporated Chicago 


Call your WLW Stations Representative... you'll be glad you did! 


Network Affiliatinns: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San ‘sancisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas......... Crosley Broadcasting Corporation, a division of Avco 
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First in Memphis by all surveys* 


Bere are the latest Memphis surveys showing leads in 
competitively rated quarter hours, sign-on to 
sign-off, Sunday thru Saturday. 


A. R.B. Pulse Nielsen 
May ‘58 May ‘58 Feb.-Apr. ‘58 


(Metro Area)(Metro Area) (Station Area) 
WREC-TV 201 240 195 CHAN NEL 






Sta. B 122 | 93 | 74 
Sta. C 53 47 107 
AFFILIATED WITH TELEVISION 


MEMPHIS 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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Market Place, Baltimore 2, Md. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in Canada and Mexico $8 
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“Mr. Adams and Eve” are strictly one of a kind. They offer regional and local advertisers: 


More entertainment: 39 sophisticated half-hours starring Ida Lupino and Howard Duff as 
a well-known Hollywood couple. With guests like Joan Fontaine, Dick Powell, Ed Sullivan. 
More applause: “A very funny situation comedy. It is not often that a Hollywood television 
film is so pertinent,” JACK GOULD, NEW YORK TIMES. “Whippy dialogue, good performances, 
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topnotch stints,” VARIETY. “A darned happy marriage of Duffs and dialogue,” CUE MAGAZINE. 
More audiences: “Mr. Adams and Eve” enters syndication direct from a two-season run on 
the CBS Television Network. In its Friday night time slot, the program rated an average 
21.5 Nielsen. Match up your product with “Mr. Adams and Eve”—a winning combination. 


New York, Chicago, Los Angeles, Detroit, Boston, St. Louis, CBS Televisie Fil Sales ] g ® 
Dallas, San Francisco, Atlanta. In Canada: S. W. Caldwell, Ltd. i] ih £ i . 





_ Television 


Publisher 
S. J. Paul 


Editor 
Art King 
Associate Editors 
Daniel Richman 
Dick Donnelly 
Assistant Editors 
Dick Nolan 
Don Dunn 
Washington Correspondent 


David Stewart 
. 


Eastern Sales Manager 
Don Kuyk 
Advertising Representative 
Ben Rachlis 


Production Director 
In Rochester, N. Y. Poel Levinas 


f Advertising, Sales Service 
CHANNEL 10 Measures Up! | pte sees oh 


Circulation Director 
H. C. Gainer 

MOST ) MOST TOP Reader’s Service Dept. 
ROCHESTER QUARTER Marcia Krinsley 
FAVORITES* : HOURS* Business Office 

G. S. Smith 


Chicago Office 
MOST FIRSTS MOST FIRSTS ; 333 North Michigan 


In Daytime In Nighttime Tel: FRanklin 2-7100 
QUARTER QUARTER West Coast Representatives 
“ 2 R. J. Friedman Assoc. 
HOURS HOURS 5880 Hollywood Blvd. 
Los Angeles 
Hollywood 7-5625 


Mik 8 





HELP YOURSELF TO THE BIGGEST AUDIENCE 
i 
IN THE RICH ROCHESTER AREA! er ae 


TELEVISION AGE is published bi-weekly by the 
NATIONAL REPRESENTATIVES Television Editorial Corp. Editorial, adver- 
The Bolling Co. WVET-TV tising and circulation offices: 444 Madison 
Crevrett Meltionsy WHEC-TY = Ave., New York 22, N. Y. Phone: PLaza 
1-1122. Printing Office: 109 Market Place, 
Baltimore 2, Md. Single copy: 50 cents. 


in Rochester, N. Y. Yearly subscription in the U.S. and posses- 
sions: $7; in Canada: $8; elsewhere: $12. 


iT y.\ aa Second class mailing privileges authorized at 
Baltimore, Md. Copyright 1958 by Television 


y-Y >) >) <q unr Bae) | Editorial Corporation, 444 Madison Ave., New 

York 22, N. Y. The entire contents of TELE- 

VISION AGE are protected by copyright in the 

U.S. and in all countries signatory to the 

Bern Convention and to the Pan-American 
Convention. 





* Rochester Metropolitan Area TELEPULSE March 1958 





6 August 11, 1958, Television Age 
















AUGUST 11, 1958 


Television Age 


27 ON FILE FOR FALL 


The three networks plan to offer more new shows 
than ever, but new ideas are few 


34 ABC-TV 


Expanded daytime operation and action-adventure 
programs are the ’58-’59 plusses 


36 CBS-TV 


Diversity of programming continues to be the key 


to holding leadership in billings 


38 NBC-TV 


Standing-room-only nighttime status and daytime 
sales rise are predicted for fall 


40 MOVIE FAN? 


While 85 per cent have seen tv films in a month, 
only 52 per cent are theatregoers 


65 STATION DIRECTORY 


Comprehensive guide to station addresses, rates, 
top executives and national reps 


DEPARTMENTS 


9 Publisher’s Letter 
Report to the readers 


1l Letters to the Editor 


The customers always write 


19 Tele-scope 
What's ahead behind the scenes 


23 Business Barometer 
Measuring the trends 


25 Newsfront 
The way it happened 


42 Film Report 


Round-up of news 





49 Spot Report 


Digest of national activity 


53 Audience Charts 
Who watches what 


59 Washington Memo 
Tv and Capitol Hill 


61 Wall Street Report 
The financial picture 


75 In the Picture 


Portraits of people in the news 


76 In Camera 
The lighter side 











NEW YOR 
VONFIDENTIAL 


ON LOCATION 



































Round-the-clock, 
P millions are caught 
up in the current 
of the world’s 
crossroads! 






Lee Tracy and 
“New York's finest” 
find high adventure 
on the piers! 


A few narrow 
streets — financial 
fates decided! 












Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
market! 
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announces the appointment of 


BLAIR-TV 


as national representative 
effective August 1, 1958 
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Letter from the Publisher 


Summer Doldrums and the Fall Programs 


Perhaps it is the summer heat, or the fact that the foremost 
thought in editorial minds is not the work at hand but the impend- 
ing, or just finished, vacation, but whatever the cause, this is the 
season when tv critics wax more eloquent than at any other time of 
year. 

Criticism, of course, usually centers on programming plans for 
fall, and when programming is the topic, it is the networks that get 
the blame—at this time of year there is seldom any praise. Network 
programs, the critics say, include too many westerns, too many 
quiz shows, too few prestige programs. 

There is truth, of course, in their arguments. Just enough truth, 
in fact, to cause the viewpoint to snowball as it is picked up by 
advertising-row gossips, minor television executives and even some 
segments of the trade press. 


But there is another truth, too, as TV AGE points out in its lead 
story, “On File for Fall,” and that is “that a network’s primary 
function is to support itself by helping its advertisers support them- 
selves.” That, it seems to us, is the crux of the matter. 


The networks must support themselves if they are to continue to 
serve the public. And to support themselves they must sell their 
programs to sponsors. If sponsors will not buy prestige programs 
it is because the audience that watches these programs is not as large 
as it should be and the sponsor’s message is not carried to enough 
people. So the sponsor looks for a program with a larger audience. 
The ratings show the best guarantee the advertiser can have of that 
large audience is to select from the ranks of the westerns and the 
quiz shows. So perhaps he does. Who, then, is to blame? Might it 
not be the viewing public which didn’t watch the prestige shows in 
sufficient numbers? 

“On File for Fall” points out that of the 115 different network 
programs which will be broadcast in the prime evening hours “22 
are westerns, 20 are situation comedies or ‘family’ programs, 16 
are quiz or panel shows, 16 are adventure-dramatic film series, 
nine are variety programs, eight are straight music shows, six are 
live comedy programs, three are sports, one is a request program, 
one an interview show and one an across-the-board newscast.” 

Such a list would seem to offer almost any viewer something 
he can enjoy. True, there are many westerns, but the western today 
is completely different from the “ride ’em cowboy” classics from 
which they sprang. Most are well-written, superbly acted and beau- 
tifully presented. The family programs are in wide variety, as are 
the quiz and panel shows. Drama and adventure possibilities are 
well covered. 

Comedy may begin a notable comeback this fall. And the many 
specials planned will add further allure to the fall line-up. 

Altogether, critics to the contrary, there is a great deal on deck 
for fall which we expect the average viewer will appreciate. Every 
month research figures show tv viewing has set a new record. We 
fully believe that the program line-up for fall guarantees a con- 
tinuance of this national trend. 


Cordially, 





Summer Visitors 
spend BIG money in 
WCSH-TVacationland 


$54.4 million in retail stores 

$21.8 million for gasoline, 
other automotive prod- 
ucts, services 


(1957 Dept. of Economic Development 
estimates) 


More than a million of 
Maine's vacation visitors and 
thousands of New Hamp- 
shire's travel and stay in the 
13-county 


WCSH-TV AREA 


Before the robins fly north next 
year, arrange a schedule on this 
healthy vacation market's No. 1 
station 

Weed-Television 


NBC-TV affiliate 


NBC-TV AFFILIATE 
WEED-TELEVISION 


PORTLAND, MAINE 
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Now, you say when 
_ And how often too! For once programs and commercials are recorded on Videotape*, scheduling is wide 
: open. Playbacks can be telecast immediately — hours later—or anytime you decide. At least 100 repeats 
+ can be made from any one recording. Copies can be made. And tapes recorded on a VR-1000 Videotape 


Recorder can be played back on any other VR-1000, anywhere. , 


Never before have sponsors been able to schedule commercials to reach selected audiences so easily. 
Never have stations had so many “‘live”’ availabilities to offer. 


Get the complete story on the many things Videotape Recording can do for you. Write today. 


CONVERTS TO COLOR ANYTIME + LIVE QUALITY + IMMEDIATE PLAYBACK » PRACTICAL EDITING « TAPES INTERCHANGEABLE + TAPES ERASABLE, REUSABLE « LOWEST OVERALL COST 





850 CHARTER STREET, REDWOOD CITY, CALIFORNIA AMPEX 














m Offices in Principal Cities CORPORATION 


profe sstonal 


products division 
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Food Stores and Tv 

. . . Of 28 (Safeway Stores) zones 
and divisions, 70 per cent regularly use 
television. The few zones that do not use 
tv on a regular basis for the most part 
are located in the larger metropolitan 
centers where demand for tv time has 
created rates less attractive to local ad- 
vertisers seeking coverage of local mar- 
kets (examples: New York, Los Angeles, 
San Francisco). In most cases where 
tv is used, retail operators have included 
it in their promotional program con- 
sistently since television first became 
available to them in their areas. 

Although our expenditures for tv 
time represent a small percentage of our 
total advertising budget, our executives 
by their consistent use of this medium 
apparently have found it an effective 
and worthwhile supplement to retail- 
grocery advertising which competitive- 
ly has remained in newspaper columns. 

Our experience with tv began with 
program purchases, but has tended 
separate spots 
which seem to be somewhat more effec- 
tive for selling foods. 


towards commercial 


Ep HILiyer 
Safeway Stores 


Oakland, Cal. 


Beer-Drinking Viewers 
. . . Burgermeister is one of the large 
buyers of non-network television time. 
We are strong believers in the value of 
spot television . . . and our investment 
in the medium, as indicated by the pub- 
lished TvB figures, should be ample 
evidence of our attitude. Naturally we 
wouldn’t make this type of investment 
if we didn’t believe in the value of spot. 
. . . Research that both our company 
and our industry has done indicates 
that television viewing is one of the 
most common leisure activities engaged 
in while drinking beer. We feel that 
nighttime television provides an ideal 
“climate” for telling our product 

story. .. 

L. D. MuLLins 
Advertising Manager 
Burgermeister Brewing 
San Francisco 


Report from Russia 
... When I visited the USSR in mid- 
June, these are the data I got from the 
top tv man in Moscow: 46 stations (no 
network), two million sets. 
FRANK STANTON 
CBS 


New York City | 


Note: Our figures in “Wide Wide Tv World” 
(tv ace, July 14)—56 stations, three million 
sets—came from State Department sources. 
Perhaps your “inside information” indicates 
that Khrushchev & Co. may at long last be 
developing a regard for the truth. 


Spot for Purex 

. . in our view, spot television ad- 
vertising does an effective job in selling 
our kind of products, and we would 
speculate at this particular time that 
our expenditures in spot television dur- 


ing our new fiscal year will be larger | 


than in prior years. Naturally, this will 
depend on competitive marketing sit- 


uations in different areas across the 


country... . 
LesuigE C. Bruce, Jr. 


Director of Advertising | 


Purex Corp. 
South Gate, Cal. 


Commercial Listing 
. we would like to bring our list- 
ing (Commercial Tv Directory) up to 


date for the next issue, as we will be | 


moving into our large new studios: 
Rainbow Pictures, Inc., 5850 Le- 
vante, Miami 46, Fla. Walter Resce, 
pres.; Arthur P. Smith Jr., v.p.; Ruth 
Brigham Resce, sec. & director of script 
writing; Oscar Barber, prod. megr.; 
Hemia Calpini, dir. art & animation. 
Production of 35mm and 16mm films. 
Complete animation dept. 
WALTER REScE 
Rainbow Pictures 


| 


| 


Miami | 


Theatres and Tv 
. .. we appreciated the article “Thea- 


tres Try Tv.” ... You are doing a fine | 


job . . . keep up the good work. 
RicHMAN LEWIN 


Vice President, General Manager | 


KTRE-TV Lufkin, Tex. 


Commercial Producers 
From an alphabetical, professional 
and prestige standpoint, Editorial Films, 
Inc., was ignored in your June 30 issue 
(Continued on page 14) 





’ ill 
DN-TV, San Francisco — 
“We taped a whole series of 
Rambler spots at one time for 
local Nash dealers. Accurately 
_ , timed, error-free, easily scheduled 
| commercials, with a ‘live’ look at 
less than live cost, impressed 
both client and agency.” 


AMPEX 


ee oe 


CORPORATION 


3 * ae 5a 


| 


~ 














*TM Ampex Corporation 
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with the news 


..- BEFORE IT BECOMES HISTORY 


Newsman of his day, the community Town Crier 
was looked for, listened to — and believed in. Today, 
the same respected function of helping to keep 

a community informed is being performed by the 
hard-working television newsman and his staff... 
Storer Broadcasting television newsmen have a 
facility for assembling the news fast and accurately, 
then presenting it in the most interesting way 


possible. This recognized talent has been a distinct 
benefit to advertisers who have taken advantage 
of the prestige and audience loyalty gained by the 


Storer ‘“‘Town Criers’”’ in their markets. 


National Sales Offices: 625 Madison Ave., New York 22, PLaza 1-3940 ¢ 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 
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ue i LEGOFF 
igan’s nu one 
TV news aot 
WJBK- 
Detroit 


KEN ARMSTRONG 
News and weather seven 
nights a week, 11:15 pm 

WJIW-TV 
Cleveland 


WARREN GUTHRIE 
Ohio’s outstanding news man. | 


featured on “‘Sohio Reporter 
11:00 pm Monday - riday 


DICK SWANSON 


Senior staff member weather 
news each evening at 6: 


WAGA-TV 
Atlanta 


DICK GRAHAM 
On the air with the 
latest news 
WVUE-TV 
Wilmington- 
Philadelphia 


GARY GEERS 
Newscasting right off the 
wires in the news room 
WVUE-TV 
Wilmington- 
Philadelphia 


DOUG ADAIR 
6:30 - 6:45 pm 


City Camera with oa fire 


news of Cleveland 
WJIW-TV 
Cleveland 


PAUL RAYMON 


Covers the news at 
and 11:00 pm 
WAGA-TV 


35 


With 13 years of experience, 


6:30 


one of the most res, 
newscasters in Atlanta 
WAGA-TV 
Atlanta 


este 
izing in local 
=o news 
‘D-TV 
Toledo 





Sat. and Sunday evenings 
WJIW-TV 
Cleveland 


SKIP THOMAS 


News at 6:35 pm week days 
and 6:00 pm Sundays 


WAGA-TV 
Atlanta 
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Letters (Continued from page 11) 


listing television film commercial pro- 
ducers! 

We have been producing films for 
such clients as the Tea Council, McCall’s 
Magazine, American Express, etc. on 
the average of a film a month for al- 
most six years. We don’t want to come 
between Dynamic Films and Ed-Ven- 
ture, but that’s where we belong. Data 
as follows: 

Editorial Films, Inc. 

10 East 40th street 

New York 16, N. Y 


‘ : 
Murray Hill 6-3773 

Babbette J. Doniger, president; 

Dwight Godwin, production manager. 

Producers of public relations, editorial, 

sales training, merchandising and ‘soft- 
sell’ commercial films. 

BaBeETTE J. DoONIGER 


President 


WHEAT CROP INCREASE Editorial Films Inc. 


(U. S. Department of Agriculture, July 10, 1958 estimate) 
. your June 30th Commercial Film 
Crop money is flowing into Oklahoma Producers Directory . . . a valuable 
farmers’ pockets literally in bushels . . . and assist to this end of the television in- 
the U. S. Department of Agriculture esti- dustry. ... 

mates the 1958 winter wheat crop now being ‘ 
harvested, will be the LARGEST EVER 


PRODUCED in Oklahoma. Playhouse Pictures 
Hollywood 


GreorcE W. WooLery 


And other crops, such as cotton, corn and 
sorghums make the picture look even 
brighter for Oklahoma’s NO. 1 industry — 
agriculture! 


Voice from the Far West 


. after 22 years in this rat race 


- r vetting 2 vy o a she 
July 10, °58 1957 m getting out. I’ve bought a ranch; 


Harvest Estimate ,, I’m saving my pennies; and I’m going 








to continue to complain about so many 
113,646,000 43,025,000 lousy commercials whose sole purpose 
BUSHELS BUSHELS seems to be—“We gotta educate the 
public to our kind of drawing, let’s be 
Oklahoma’s Prosperous different and clever together and then 


: we get talked about and will win some 
WHEAT BELT is kind of award (only within the indus- 


try, of course) and sell more and more 
SOLD BEST by commercials. Who cares about the 
product!” 

As you can see, I should have been 
farming years ago. I appreciate new 
and clever things very much—when 
A MA Ci they’re functional, artistic, practical or 
entertaining. But then, of course, enter- 
Ber mit tainment has become snobbish, some- 
thing for nothing and a challenge as to 


EDGAR T. BELL, G 1 Me JACK DELIER, Sales M who can be the most ridiculous. 
Represented by EDWARD PETRY & CO., INC. Rev CHANEY 

UPA Pictures 

Burbank, Cal. 


SOL REP LPT 
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hammers your message home 


CO tines / 


a week , 


at an economy-figure comparable 
to the time-and-talent cost of one 
daytime network quarter-hour. 


wi IMPACT IMPApr 5 Jo \MPACT 


Twenty sales-messages every week — rotated to reach a station’s 
entire daytime audience. That’s PURSE-SUASION, combining the 
persistence of saturation with the triple impact of sight plus sound 
plus motion—the impact only television can deliver. Advertisers have 
been quick to recognize and use this new selling tool. Check with your 
Blair-T’V office now for the full story of PURSE-SUASION, the effec- 
tive way to hammer your sales message home. 


T Televison’s First Exclusive 
BLAI R- Ww National Representative 

NEW YORK CHICAGO BOSTON DETROIT JACKSONVILLE 
TEmpleton 8-5800 SUperior 7-2300 KEnmore 6-1472 WOodward 1-6030 Elgin 6-5770 


ST. LOUIS DALLAS LOS ANGELES SAN FRANCISCO SEATTLE 
CHestnut 1-5686 Riverside 1-4228 DUnkirk 1-3811 YUkon 2-7068 MAin 3-6270 





BLAIR-TV Represents: 
WABC-TV — New York 

WBKB — Chicago 

KTTV — Los Angeles 

WFIL-TV — Philadelphia 
WXYZ-TV — Detroit 

WHDH-TV — Boston 

KGO-TV — San Francisco 

WIIC — Pittsburgh 

KTVI — St. Lovis 

WEWS — Cleveland 

W4JZ-TV — Baltimore 

KFJZ-TV — Dallas-Ft. Worth 
WNHC-TV — Hartford-New Haven 
KING-TV — Seattle-Tacoma 
WPRO-TV — Providence 
WCPO-TV — Cincinnati 

KGW-TV — Portland 

WDSU-TV — New Orleans 
WFLA-TV — Tampa-St. Petersburg 
W-TEN — Albany-Schenectady-Troy * 
WBENS-TV — Columbus 

WMCT — Memphis 

KFRE-TV — Fresno 

WOW-TV — Omaha 

WNBF-TV — Binghamton 
WFBG-TV — Altoona 

*eflective August 1, 1958 
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FORMER INS MEN FORM 
WORLD WIDE INFORMATION SERVICES 







THIS IS HOW IT CAN SERVE YOU 


A UNIQUE, NEW SERVICE FOR: WORLD WIDE INFORMATION SERVICES 









TELEVISION AND RADIO With its network of professional re- 
ADVERTISING AGENCIES porters, editors, researchers, advertis- 
PUBLIC RELATIONS COMPANIES ing and promotion specialists, news- 
RESEARCH ORGANIZATIONS reel cameramen and photographers 






can reach and do a job for you in 






nearly any place in the world, and do 





THE ONLY INDEPENDENT ORGANIZATION 
RENDERING ALL THESE SERVICES: 
NEWSFILM AND NEWS PHOTOS 


DELIVERY OF HARD-TO-GET 
INFORMATION 


SPECIAL RESEARCH DEMAND.- 
ING SPEED, ACCURACY, DEPTH 


EXECUTIVE LEVEL INTERVIEWS 


DIFFICULT TECHNICAL 
SURVEYS We would be pleased to review and 





it quickly, economically. 











We get you the information, films and 






photos you need to make your work 







easier, better, faster and less costly. 







And we can help you tell your story 





to the world more quickly. 

















analyze your problems with you, 





PROMOTION SERVICES FOR 
PUBLIC RELATIONS AND without obligation and in complete 
SALES MANAGERS confidence. 


WORLD WIDE INFORMATION SERVICES 


730 Fifth Avenue, New York 19, New York, U.S.A. 


Telephone: JUdson 2-1370 
RICHARD W. HUBBELL, Director 


Associated with Hearst Metrotone News-Telenews 
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Venard, Rintoul & McConnell, Inc. 
has had a substantial increase 
in billings every year. 


GROWTH 


This kind of record is achieved by experienced selling 





























— and hard work. Every man on our staff is a sales- 
man. 


We are proud of the growth record of our stations. 


We are proud too, of the growth record of Venard, 
Rintoul & McConnell. 


VENARD, RINTOUL & McCONNELL, INC. 


579 Fifth Avenue, New York City 
Station Representatives 


NEW YORK * CHICAGO * LOS ANGELES * SAN FRANCISCO * DALLAS 
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a GHIT-AGIN AIC" STEP FORWARD 


by WREX-TV - increase in power and MGM features 


VIDEO — 228,000 WATTS ERP AUDIO=—114,000 WATTS ERP 


With WREX-TV increased 
power, the MGM Golden 
Treasury of Feature Films 
will now be seen for the first 
time in a sales-powered area 
of 30 counties in Southern 
Wisconsin and Northern IIli- 
nois. These great entertain- 
ment features will be beamed 
to over 365,000 tv 

homes. Call H-R 
for availabilities. 


























Grade Total Spendable Retail Television 
Households Income Sales Sets 


A 176,731 $1,048,013,000/$ 744,27 1,000|154,699 
























157,607 |$ 987,797,000|$ 699,092,000/141,334 











78,761 |$ 466,963,000|/$ 324,932,000) 69,900 






















Total} 413,099 | $2,502,773,000/$1,768,295,000|365,933 
Source: 1958 Sales management 
(Survey of buying power) 
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Slacks Try Tv 


The Jaymar-Ruby Co. of Michigan City, Ind., is plan- 
ning an entry into tv spot for its line of Jaymar men’s 
slacks. Filmed spots will most likely be used in scattered 
markets in a cooperative arrangement with local dealers. 
Harold Breitner of Ehrlich, Neuwirth & Sobo, Inc., New 
York, is the account executive. 


Ten Series Ideas from ‘SEP’ 

With three sponsors reported interested in acquiring 
the new Ravenhill film series based on stories from the 
Saturday Evening Post, the magazine continues to lead the 
field as an important supplier of ideas and characters for 
video material. Currently on tv screens are such SEP-based 
shows as Crunch & Des, Perry Mason, Tugboat Annie and 
Sugarfoot. Available for purchase, in production or in 
planning stages are series derived from Ring Lardner’s 
You Know Me, Al baseball stories, Alexander Botts’ adven- 
tures with the Earthworm tractors, and the escapades of 
Colin Glencannon and Tio Martinez. A Best of The Post 
anthology is also being considered with a decision expected 


soon. 


Royal Dutch Spot 

The “possibility” of spot action from KLM Royal Dutch 
Airlines that was noted in Spot Report April 21 has turned 
into actuality with a report that schedules will start Sept. 15 
in selected markets. Currently, Rollo Hunter, tv-radio di- 
rector at Erwin Wasey, Ruthrauff & Ryan, is filming the 
commercials in Europe, with current shooting taking place 
in London and Amsterdam. 


New Filters Mean More TV 

Cigarette makers continue to market “new, improved” 
products, which in turn means new, improved tv business. 
Tareyton’s just-developed “dual filter,” replacing the out- 
dated. plain “filter tip,” is currently using spot schedules 
in its introductory campaign. Within the next weeks, place- 
ments will unveil to the public a king-size Newport in a “soft 
pack” to supplement the Lorillard brand’s flip-top box, 
and an “entirely new” Parliament with a higher filtration- 
efficiency rating. 


Which Bavarian for Ohio? 

Anheuser-Busch, Inc., previously reported as expanding 
its Busch Bavarian brand into a number of eastern states, 
with a resultant expansion of its spot schedules, is under- 
stood to have encountered difficulties in Ohio. The state 
already has a Bavarian brand beer (made by the Bavarian 
Brewing Co. of Covington, Ky., and having run spot sched- 
ules in Cincinnati through its agency, Calkins & Holden, 
Inc., New York). Legal action may be taken before the 
“newcomer” gains entry to the Buckeye markets. Success 
could mean increased tv budgets as the brands battle for 
dominance. 


~wrimomenmen TEle-SCOPe 


Back Into Spot 

Helena Rubinstein, Inc., which dropped spot tv com- 
pletely last fall and put its entire budget into the short- 
lived ABC-TV Sid Caesar Invites You, is reversing the 
policy this fall. Beginning next month and running through 
the season, spot schedules of filmed minutes will go in the 
cosmetic company’s top 28 cities (closely paralleling the 
top 28 in terms of population). At press date, exact budgets 
and frequencies had not been determined, but judging by 
the 13-week network buy last season, the over-all budget 
will be extensive. 


Promotion Rejuvenated 

Television Bureau of Advertising’s “On the Air” tele- 
vision promotion, which got under way about a year ago 
with a barrage of station minutes and 20's, will be revital- 
ized this fall with a series of film spots to be prepared 
especially for the bureau. Campaign planning is in the 
formative stage. 


Parker Planning Drive 

Parker Brothers, Inc., the country’s No. 1 maker of 
games, is presently readying plans for its fall push on 
Careers, Monopoly and other fun-producers. Spot schedules 
in New York, Chicago and a few other top markets will 
be set, some possibly in conjunction with local dealers. 
Badger and Browning & Parcher, Inc., Boston, handles 
the account with Franklin S. Browning as the account 
executive. 


More Cartoons for ABC-TV 

With the recent acquisition of a new cartoon package, 
ABC-TV can now be considered the leader in network car- 
toon programming. In a multi-million dollar deal, the net- 
work acquired from Harvey Films, Inc., 170 cartoons brand 
new to television. Running about seven minutes each, the 
cartoons were distributed theatrically by Paramount. All of 
them are of post-’50 vintage. The cartoons are scheduled for 
the “fun-at-five” action strip, 5-5:30 p.m. on Tuesdays and 
Thursdays. Other cartoons programmed by ABC-TV are 
those included in Disneyland (Wednesdays, 7:30-8:30 
p-m.) and Mickey Mouse Club (Monday through Friday, 
5:30-6 p.m.). 


Tv Boom in Alaska 

With statehood at last a reality for Alaska, tv in that 
area is expected to boom in the light of increased interest 
and publicity. At present, 80 per cent of all Alaskan fam- 
ilies have sets and receive programs from five stations in 


three cities. Most shows are seen via film flown in from 
Seattle, with a one- to three-week delay customary after 
the original broadcast. None of the stations has videotape 
equipment at present, but it is believed the situation here 
will change shortly, particularly as the area is so dependent 
on delayed programming. 
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every 
minute 
counts 


Every announcement, 
every element of programming that you donate 
counts in the 1958 Cancer Crusade. 
Our Crusade messages could help those 
stricken by cancer seek treatment before it is too late. 





Time is vital in the saving of human lives. 
Your cooperation also helps raise funds which will 
bring the ultimate conquest of cancer that much closer. 
Here’s how we can help you help us. 
RADIO: Free transcribed spot announcements; spot announcement copy; transcribed 
‘ shows. We provide full programming, plus inserts for already established programs. 
TELEVISION: Free 20-second and 1|-minute film spots, including stars, news, weather 
and sports spots; flip board slides and telops; copy for live announcements. For further 
information, consult the American Cancer Society Unit in your community or write to: 
AMERICAN CANCER SOCIETY / Radio and Television Section 
521 West 57 Street, New York 19, New York ¥® 
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Business barometer 


Spot was up in May, showing an increase of 2.8 per cent over that in April, 
according to the exclusive TV AGE Business Barometer report. 





While this increase was a decided improvement over the spot record in May 1957 it 
was no better than—in fact, not quite as good as—the May spot billings in 
years previous to 1957. 





In 1957 May spot was off 1.2 per cent over billings inApril. In 1956 there was an 
increase of 4.9 per cent and in 1955 the gain was 3.8 per cent. These 
changes for the past three years are indicated on the chart. 





Closer examination of the chart shows that spot in the past few months has had a 
very creditable record. Starting in November 1957 when the increase was 
6.1 per cent, as compared to a decline of 1.6 per cent in 1956, both 
advances and declines are sharper than those of a year earlier. 








In December 1957 there was a tremendous drop of 17 per cent in spot billings which 
compares with a drop of 9.8 per cent in 1956. In January 1958 the drop was 
nearer average—4.4 per cent, as compared with 2.6 per cent in 1957. 





In February this year there 











was a sharp gain of SPOT BUSINESS 
8.9 per cent. Last May June July Aug. Sept. Oct. Nov. Dec. Jan. 58 Feb. Mar April May 
year this February 1957-58 


gain was only 4.3. And 
in March the gain was 
continued by 13.8 
per cent as compared 
to 11.4 per cent in 
1957. 
1956-57 110 
Altogether spot seems to be 
having a very good 
year and if the 10 to 
1l per cent increase 
predicted by TV AGE 
("More Dollars for 
Spot", TV AGE, July 1955-56 75 
28, 1958) materializes 
the totals for 1958 
spot billings may very 
well be over the $386.5 
million for spot time 
sales which was fore- 
cast by the magazine os 
("Question in Tv’s on 
Future”, TV AGE, Jan. x8 
13, 1958). et 
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While signs indicate the 
business slowdown may 
be reaching its end the caution of some major companies in making network 
commitments and the effort of other advertisers to bolster weak markets 
are adding to the spot totals. 








The Business Barometer report is prepared from percentages sent in by stations of 
every size and in every type of market to Dun & Bradstreet. That firm 
prepares averages which are furnished to the editors of TV AGE. 





The report is prepared by the editors, and their advisers from these percentage 
averages. 





The report on network business for May will appear in the August 25 issue. 
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Sylvester sees Red 
and “‘Hippity Hops’ to new sales peak! 


Sylvester Scott, Jr., juvenile market timebuyer, credits soaring client’s sales 


to WJAR-TV’s unique children’s program, “Hippity Hop, the Cartoon Cop” 
—a typical example of WJAR-TV’s highly effective creative approach to spe- 


cial programming. 


In thee PROVIDENCE MARKET 


WJAR-TV 


1s cock-of-the-walk 
im creative programming ! 


CHANNEL 10+ PROVIDENCE, R.I. * NBC-ABC * REPRESENTED BY EDWARD PETRY & CO., INC. 


24 August 11, 1958; Television Age 















NBC refutes charge tv is “too costly” 


reuwnueme Newstront 


Network standings shift only 3 per cent . page 25 


.. page 25 


TvB shirt-sleeve clinics begin Sept. 10. . page 57 


Business is Good 


In spite of the usual August Madison 
Avenue conversation to the contrary, 
the records seem to show that the net- 
works—all three of them—are doing 
fine, thank you. In fact gross billings 
for the first half of the year were up 
12.9 per cent, according to TvB’s LNA- 
BAR monthly reports. 

That was a gain from a gross of 
$250.6 million at the halfway mark a 
year ago to $283.0 million this year. 

While at the end of July there were 
still nearly 14 hours of network eve- 
ning time unsold, as compared with 
about 10 at the same point in 1957, 
many of these time periods were being 
considered by advertiser-agency shop- 
pers. With the easing of the recession 
and a better outlook for fall on the 
economic front, it seems quite probable 
that the delay in selling out fall net- 
work time is more because of thrifty 
bargain-hunting on the part of the pros- 
pective sponsors than because of a possi- 
bility that the time will remain unsold 
when the fall season gets under way. 

One interesting aspect of the TvB 
figures is a comparison of the relative 
standings of the three networks in their 
share of the total network billings. 
While ABC-TV has made considerable 
gains in the past year and NBC-TV has 
managed to increase its billings more 
than the average, their individual shares 
of the total are up only minor per- 
centages. 

A year ago ABC-TV billed 16 per 
cent of the $250.6 million of network 
time sold during the first half. This 
year its billings were 18 per cent of the 
total—up two per cent. CBS-TV billed 
47 per cent during the six-month pe- 
riod in 1957 and 44 per cent this year 
—off three per cent. NBC-TV billed 37 
per cent last year and 38 per cent this 
—up one per cent. 

The change then in relative share of 





total network billings is only three per 
cent, with CBS-TV losing that amount, 
ABC-TV picking up two percentage 
points and NBC-TV one. 

The January-June LNA-BAR figures 
show that a comparison of each net- 
work’s performance with the same pe- 
riod last year is as follows: ABC-TV 
1957 totals $40,195,218, 1958 $51,- 
617,801—a gain of 28.7 per cent; 
CBS-TV 1957 $116,762,487, 1958 
$124,047,416—a gain of 6.2 per cent; 
NBC-TV 1957 $93,799,504, 1958 
$107,406,232—a gain of 14.5 per cent. 

The June figures alone seem to indi- 
cate that the ABC-TV gain over last 
year is leveling off while that of CBS- 
TV is picking up. The June 1957-58 
comparisons show: ABC-TV 1957 $6.- 
413,708, 1958 $7,387,586—a gain of 
15.2 per cent; CBS-TV 1957 $18,356,- 
892, 1958 $19,733,057—a gain of 7.5 
per cent; NBC-TV 1957 $14,746,537, 
1958 $16,648,462—a gain of 12.9 per 


cent. 


ABC-TV up 27.8 Per Cent 


Dealing with these percentage 
changes alone shows that while ABC-TV 
has gained 28.7 per cent over last year 
in the first six months, its gain in June 
was only 15.2 per cent. While the six- 
month gain for CBS-TV was 6.2 per 
cent, its June increase was 7.5 per cent. 
And while NBC-TV gained a total of 
14.5 per cent in the half-year period, 
the June gain was 12.9 per cent. 

At the same time TvB announced 
that network television audiences con- 
tinued their upward trend in the first 
six months of 1958 with an 8 per cent 
increase in average evening program 
audiences and a 13 per cent jump in 
average daytime audience. Homes 
tuned in to an average evening program 
came to 9,260,000, while homes tuned 
into an average weekly daytime pro- 


gram totalled 3,557,000. 









Stull Best Buy 


Increased costs in network television 
have kept pace with increases in circu- 
lation and audience, and the medium 
continues to be the most economical of 
all advertising media, according to a 
special NBC booklet to be issued this 
month. 

Titled Pipeline to Profits, the book- 
let takes up directly the much-publicized 
charge that network television is too 
costly. Costs did go up, the booklet con- 
cedes immediately, but this rise is tied 
to circulation increases, so that today 
it costs an advertiser no more to reach 
1,000 homes than it did several years 
ago. 

NBC puts the rising television costs 


€> THE PROFIT PIPELINE 
| & PRINT & 


TELEVISION 


oS 


into perspective by analyzing costs in 
other media. Print partisans will find 
the comparison odious. For example, 


gross circulation of the nation’s largest 
newspapers (all those in the 500,000- 
circulation-and-over group) rose only 
four per cent from 1954 to 1957—less 
than the six-per-cent population gain 
during that period—while line rates in 
these newspapers increased 10 per cent. 
Smaller newspapers show even greater 
increases in space costs. 

NBC also found that while the aver- 
age circulation of the 10 largest con- 
sumer magazines used by advertisers 
increased 14 per cent over the past three 
years, the average black-and-white page 
rate increased 39 per cent. Little atten- 
tion has been paid to rising print costs, 
the booklet says, because circulation in- 
creases have been so minimal. But the 
huge circulation growth of television 
has had the side effect of dramatizing 
cost factors. 

The booklet points out that while tv 


(Continued on page 57) 
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Over 
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Italians 


agree 
it’s 


IN N.Y.C. & VICINITY 
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n speaking peoples in the 
York Area is OVER TWICE THE 
SIZE of any other foréign language group. And 
t's GETTING LARGER every single year. 


aAnLiint Nin 
county WeWw 


n the past 10 years, just the new immigration 


8 330) exceeds the total. population of 
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Simply put — New York today is the largest 
“Italian City” in the world — actually larger 


than Philadelphia — bigger than the entire 
state of Connecticut. 


And its radio voice is overwhelmingly WOV. 
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On file for Fall 


Networks to offer more new shows than ever, but new ideas are few 


ith a gap of only a few weeks separating 
Wi. last-minute-detail-filled now and the 
opening of the 1958-59 video season, four points 
appear significant in regard to the forthcoming 
network programming: 

1. Despite the shaky status of the nation’s 
economy during the past year, advertisers will be 
paying the bills for at least three-quarters of total 
network time as the season starts, with additional 
business a certainty in the following weeks. 

2. While individual programs will generate 
excitement, and although about 35 regularly 
scheduled shows will be new to tv, there appears 
to be no noticeable exciting, new programming 


“trend” apparent for fall. 

3. The entry of ABC-TV into full-scale day- 
time operation will be closely watched by the in- 
dustry and advertisers alike. Success with its 
planned, “live personality” half-hour program- 
ming could have considerable effect on the entire 
daytime picture. Interest has been so great that 
the new segment is already practically sold out 
with at least 12 individual advertisers paying 
the bills. 

4. It seems a foregone conclusion that, unless 
they weary of the struggle, critics from the press 
and the video industry itself will continue to 
attack programming in general on the grounds 





of its mass-audience appeal. 

All four conclusions spring from a 
single premise—that a network’s pri- 
mary function is to support itself by 
helping its advertisers support them- 
selves. To put the abstract help into 
more tangible form, the networks offer 
entertainment, information, education 
and cultural presentations—usually 
with the emphasis descending in that 
order. 

“The basic objective of television is 
to entertain,” states C. Terence Clyne, 
senior vice president at McCann-Erick- 
son, whose clients will be presenting 
14 new shows during the coming 
season. “There will be disappoint- 
ments among the 30-odd new programs 
—just as there always have been—but 
most of them will be plainly efforts 
of the best 
existent.” 


entertainment talent 

Whether or not the networks agree 
with the thesis that their basic objec- 
tive is to entertain is problematical. 
Last fall ABC Television defined a 
network as “a national service pro- 
viding information and entertainment.” 
CBS-TV noted its function was to 
“bring to the public news, informa- 
tion, education and . . . entertainment.” 
NBC-TV flatly stated, “Network pro- 
gramming isn’t just entertainment— 
it is a communications service of wide 
scope . . . with a comprehensive, bal- 
anced program structure.” 

It would be readily agreed, however, 
that none of the networks is set up as 
a non-profit organization. And, while 
the dispensation of news, education 
and culture is a laudable aim, the fact 
remains that in today’s economy it is 
entertainment that sells. 

In actuality, of course, entertain- 
ment has sold—from the 
Greek tragedies (to which the stark 


always 


simplicity of tv western plots has 
been compared) to Taming Of The 
Shrew (which will be represented this 
season on tv as the musical Kiss Me, 
Kate} to Snow White and her dwarfs 
(appearing now and then on Disney- 
land). From these basics, art evolved 
with its 
aspects, 


cultural 
but the main intent of the 
initial presentation was still enter- 


educational and 


tainment. 
From the writer or idea man, to the 
producer, to the agency or network, 
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“The big advance of ABC Tele- 
vision in the 1958-59 season 
will be in the daytime. Nearing 
its goal of full competition in 
the evening hours, ABC Televi- 
sion this coming year will offer 
a massive new daytime block, 


making its programming com- 
petitive to the other networks 
in many new vital hours. Day 
and night together will bring 
ABC Television the greatest 
year in its history.” 


OLIVER TREYZ 
President 
ABC Television Network 


to the sponsor, to the public—this is 
the customary chain behind each net- 
After the first link, each 
succeeding step involves a planned 


work show. 


sales approach. In recent months, as 
budgets began to receive careful check- 
ing, it became evident to all those 
attempting to sell a network program 
that the program had to be “the best— 
in writing, cast and production—we 
have to offer.” 

“It’s very probable,” says McCann’s 
Mr. Clyne, “that the talent just does 
not exist to put a top show on each 
network each half-hour every night in 


the week. Everyone knows it, and no 
one really expects it. However, we do 
believe this season’s programs repre- 
sent the tried-and-true favorites of past 
seasons, plus the best new shows se- 
lected from a market in which every- 
one was trying his best.” 

While it has been noted there is no 
trend in the kind of programming, Mr. 
Clyne’s statement does raise a major 
point. This fall, virtually every pro- 
gram on the networks represents a 
considerable amount of money and 
production know-how. 


The kind of reasoning that went 
into the R. J. Reynolds buy of a new 
western series, The Lawman, is obvi- 
ously indicative of the reasoning that 
influenced other new-program _pur- 
chases. Mitchell Johnson, vice presi- 
dent and director of tv at William 
Esty Co., Inc., explained, “We didn’t 
buy on the strength of the pilot film. 
After seeing 25 westerns and a total 
of 79 pilots, we chose The Lawman 
primarily for the people behind it— 
Warner Bros. 

Other sponsors looked for built-in 
advertising possibilities (General Elec- 
tric’s Man With A Camera, using GE 
flash bulbs), a returning big-name 
personality (Berle, Wynn, Gleason) or 
a buy into an already successful pro- 
(Drackett Co. into Maverick, 
Quaker Oats into Ozzie and Harriet). 
Still, in these instances, production 


gram 


values are highly emphasized, and 
budgets are of major proportions. 

“There’s no doubt that the quality of 
network-show production gets better 
every year,” says Rodney Erickson, 
vice president and tv-radio supervisor, 
Young & Rubicam, Inc. “Besides the 
fact that the people in television now 
have a decade of experience behind 
them, the ‘big-money’ aspects of the 
medium are drawing big-league pro- 
ducers into it.” 

Admittedly, the great majority of 
video sponsors wish to protect their 
investments with a program format 
that will attract viewers. Perhaps it is 
fortunate for the public that sponsors 
are individualistic enough to select 
their shows from a variety of kinds. 

The fall line-up on the three net- 
works currently shows about 115 dif- 
ferent programs set to be telecast dur- 
ing prime evening hours. Of these, 22 





are westerns, 20 are situation comedies 
or “family” programs, 16 are quiz or 
panel shows, 16 are adventure-dra- 
matic film series, nine are variety 
programs, eight are straight music 
shows, six are live comedy programs 
sketches and 
eagsters, three are regularly scheduled 


featuring “stand-up” 


sports programs, one is a request pro- 
gram, one an interview show and one 
an across-the-board newscast. 
Illustrative of advertisers’ attempts 
to please most of the people all of the 
time is the new-program schedule for 
Liggett & Myers Tobacco Co. “We 


“The outlook for the fall is 
good. We have a number of 
exciting new shows, including 
comedy and several dramatic 
series written, produced and 
performed by a roster of dis- 
tinguished personalities. And, 
in further recognition of tele- 
vision’s function as a news me- 
dium, we are—and will be— 
putting an unusual emphasis 
on the news and public-affairs 
area.” 

LOUIS G. COW AN 


President 
CBS Television Network 


. 


saw 90 pilots,” says Bill Doughten of 
the Dancer-Fitzgerald-Sample, _Inc., 
tv-radio production department, “be- 
fore deciding on L&M’s new shows. 
Naturally, we think each is exciting 
and will make good viewing.” 

Brains and Brawn, a “new” kind 
of quiz, and Behind Closed Doors, an 
adventure “taken from the 
secret files, etc.,” were the DFS choices 
for L&M cigarettes. McCann-Erickson 
also obtained sponsorship on a pair 
of new programs for the tobacco com- 
pany’s Chesterfield brand. 

“We think,” says McCann’s Terry 
Clyne, “that Steve Canyon, based on 
the popular comic strip, and with en- 
tertainment added to actual Air Force 
films, will be exceedingly successful. 
The Ed Wynn Show also should be 
highly rated, with its humorous, warm- 
hearted approach.” 

The diversification 


series 


of formats is 
evidently intended to capture the same 
viewers for each program. It is this 
principle which seems to have negated 
a definite “trend” toward one specific 
type of program this season. 


While nearly one-fifth of the fall 


shows are in the western category, 


actually only five more programs have 
been added to last year’s list. In 1956 
seven oaters were on-the air; last year 
the figure jumped to 17. Only a 
handful of new quiz shows is to be 
programmed, and the future of several 
past favorites is in doubt. 

Live drama is passé with the ex- 
ception of 214 hours weekly, via Play- 
house 90 and the U.S. Steel Hour- 
Armstrong Circle Theater alternates. 
Drama devotees will find acceptable 
fare on the new Desilu-produced hour 
Mondays on CBS-TV, the high-rated 
GE Theatre and other anthologies. 

The return of Milton Berle to NBC- 
TV and of Jackie Gleason to CBS-TV 
has been noted as possibly the first 
step in a reemphasis of comedy on the 
networks. While encouraging, a great 
number of once highly popular video 
comics remain without a regular show- 
case. 
evident trend—that 
toward security—can be (and most 
likely will be) decried as_ stifling 
creativity, preventing the public from 
being given something “really new and 
different” and causing the “little man 


The _ single 


“If there is any single word 
which could be applied to the 
NBC Television Network’s ob- 
jective in its 1958-59 program- 
ming plans, it is ‘diversity.’ 
Supplementing such estab- 
lished entertainment as the 
Steve Allen, Perry Como and 
Dinah Shore shows will be 12 
new programs and some 100 
specials. All are designed to 
increase the stature of the 
broadcast medium and to ap- 
peal to the diverse tastes of the 
viewing audience. Milton Berle, 
George Burns, Ed Wynn, all 
masters of the art of comedy, 
will be added to NBC's roster 


of top talent. News documen- 
taries, outstanding sports 


events, original dramatic pro- 
grams, these and other ele- 
ments of entertainment, I am 
confident, will fulfill this ob- 
jective.” 

ROBERT E. KINTNER 


President 
National Broadcasting Co. 


with a big idea” to be overlooked. The 
criticisms have been leveled before, 
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and with some justification. 

Network position on the matter is 
often one of frustration. “Certainly,” 
says Hamilton Robinson of NBC-TV 
network sales, “if a program has to 
be carried sustaining, we'd rather 
have something like Project 20 on than 
a pot-boiler. The difficulty 
when you realize we always have a 
competitive problem, and to be fair to 
our advertisers we must program our 


arises 


strongest shows—in terms of audience 
appeal—whenever possible.” 

It has been noted before that all 
three networks have “prestige” pro- 
grams available for purchase—and 
that prospective sponsors have not ap- 
peared. Programs such as See It Now 
and Wide Wide World, 
others, have been victims of budget 
reductions. 


among 


In instances where the networks are 
attempting to offer a slightly different 
kind of entertainment programming, 
it is precisely these shows which are 
begging advertisers at press time. 

In the hope of bringing small ad- 
vertisers into its tv picture, ABC-TV 
is offering its off-beat Mad Show 
comedy program for 20-second an- 
nouncement availabilities. 

CBS-TV has scheduled two science- 
fiction shows back-to-back on Wednes- 
day nights. One is based on H. G. 
Well’s story, The Invisible Man; the 
other follows an idea used with great 
success in a recent movie, The [n- 
credible Shrinking Man. Both series 
were previewed for numerous agencies 
without a sale. 

“Personally.” says Bill Doughten of 
DFS, “I think the CBS hour of 
‘fantastics’ will be the most interesting 
hour in tv this fall. But I'm not a 
sponsor with a decision to make.” 

“The CBS network is doing a coura- 


geous thing,” says Terry Clyne, “and 
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we definitely think more of these space 
and science-fiction programs will get 
on the air. We feel, however, that the 
big surge is still more than a year 
away.” 

“It’s not just a matter of getting 
something new,” says Mitchell John- 
son of Esty. “A new show must also 
be good.” 

In the present situation, it’s ‘entirely 
possible for a program to be both new 
and good, and still fail to attract spon- 
sors. Asked if the Drackett Co. had 
NBC-TV’s 


highly touted Cimarron City, an hour- 


considered a buy into 


long western produced by the suc- 
cessful Revue Productions, Rod Erick- 
son of Y&R 
program is of hit calibre, but that 


Drackett preferred the ABC-TV 


Maverick, “not only because of a bet- 


notes that the new 


ter financial arrangement, but because 
Maverick is a proven success.” 
Although it is apparent what in- 
fluences the decisions of a sponsor in 
program selection today, several things 
seem as puzzling to Mr. Erickson as 
they do to the networks and the indus- 
try. “How is it possible to explain,” 
he asks, “Disneyland heaving trouble 
landing advertisers? And, with just 
about every western sponsor getting 


THOMAS W. MOORE 


V.p. programming, ABC-TV 


good results, why should there be 
problems with a few more shows? Or, 
take the Voice of Firestone—renewals 
year after year—that’s really some- 
thing you can’t figure out.” 

At Compton Advertising, Inc.., 
Marge Corbett of the agency’s film 
department testified to sponsor disin- 
terest in quality, educational-informa- 
tional programs. “It’s just not be- 
lieved,” she says, “that this kind of 
show will do a selling job during the 
week. The competition for a major 
share of the audience is tough enough 
as it is. Certainly, more of the ‘im- 
portant’ shows should be on the air, 
and perhaps an ideal arrangement 
would be for each network to set aside 
a definite period in which to carry 
such programs—even if it meant 
taking a loss.” 

Rod Erickson expresses the opinion 
that the should not be 
forced, either by government decree or 


networks 


by a segment of public opinion, to 
lose money. “The answer to the prob- 
lem of airing more of the less-com- 
mercial programs is a fourth, purely 
educational network supported by the 
government,” he says. “If at all pos- 
sible, it’s desirable that a network 
sustain a worthwhile program rather 
than pap—but it would have to be 
resigned to a very slim sales possi- 
bility in the present market.” 

illustration of the 
kind of reasoning with which today’s 
budgets are spent in network tele- 
vision, Mr. Erickson notes that the 
American Home Products purchase of 
ABC-TV’s nightly newscast with John 
Daly is a “media buy.” That ABC-TV 
has the only prime-time network news- 
east (10:45 p.m. Mon., Tues., Thurs., 
Fri.) ard that Mr. Daly has an ad- 


mirable reputation as a_ personality 


As a_ further 


and broadcaster were not as impor- 





$$ 


"S01g J@Ae7 
sebuis 
(4) sueyusos 
“HPD O4L 


OF) 852/19 
@4e1g yOung 
“S$}iq' Boley 
"DU] UojAey 


P4e|j407 “g 
SMON) 
3 Aleg yor 





(1) MOHS 
JUYOOW 
AUUVS 


(4) sv H°D 


48) 
Pejiso7 “g 
(1) 
ebuejey> 
000'r9$ 


314429)/3 
| esnoybuiyse ra 
(4) 
ISNOHAV 1d 
nisad 


pereuseud 

P4Os!4AA 
SMOn) 

8 Aleqg “yor 


| SIZING GUB/e}4 
"BBo}\ey 
(1) 2e4n 
AW S424M 








spjoudey “fy 
(4) “04s 


sBulwwns gog | 


ALWN 49d 8 
uosuyor — ‘Ss 
(1) 
uosje4s poy 


S42O 4exeNA 
"YOsWIe!||1A 
Rg uMmoJg 
(4) 
ALID G3xVN 


4eeApoosg 
Be) 
(3) 


@1peoy) se0A 
“Poeg- Por 


spooj j@seued 


(4) MOHS 
NY3SHLOS 
NNV 


YeNOWAlY 

% ebpog 
(7) seje, “en 
g soun; do; 


Rd 
(4) “°4s 
Buno, &440107 


P4e||O7 “d 
‘UOjAey 
(1) vousend 
000'r9$ 








e4ebjo> 
(1) OLLOG 


tuo] 
“Quy sje2 
-|yneDdeWeUg 
(1) Aeapos 
any 


O%d 
"UOpsjey ‘So; 
(4) 
NVW37418 


SIOAW= JO4SIUg 
(4) NNN® 
Ualid 


| spooj |@seuecd 


(4) 


| sewoy) Auueg 
| 


euojsesi4 
(1) eucysesy 
jO @D10,A 


$9jOsAe4> 
(1) 

mous Areys 

es0ys Yyeuig 


SSOAW [O45 


(4) 


$4U@S01g 4202 


“HHH Pe*siV 


(1) 
AV1d¥3LNI 





214490) 
jesaues 


(4) @448041 95 


peounouwuy 
Gg O 





W221 
(1) “e4s 
40ys14 S1PP3 
Yelm 
Buyeuseye 
(OOd UM WO | 
(1) “e4s 
1®q°S ebuves | 


oQJOg|seWw 
(1) 
4yanay 
4) 191 OL 


SI[IW [eseues 
‘98d 
(4) 
diaeg HeAM 


ying ‘oo2eqo) 
uesvewy 
(4) cbse, 

SPM 4° 59/81 


*SOlg J@A07 
‘sedeg 44095 
(4) 
1S38 SMON 
YaHLvV4 


uojsjey 


(3) 
Aeusnor pjog 





a 
UOSWRIITIAA 
B UMOIg 
(1) aSw31d 
YIsWNNN 





*oF) Yrse MA 


Racing 


(4) #eubeug 


jeoeus Oud 
HP4YOH!4Y MA 

(1) euny 
424] owen 


suepn) 
‘@/14D 
uesvewy 
(4) 400}2¢6ng 
(44m 
Bulyeusey/e) 
uosuyor 
g UosUuyor 
(4) euueheys 


Brig buljseys 
‘Dd 


(4) 
UND sse14s0y 





D%d 
(1) 
yBnog oe; 21 


(4) JGIHMvY 


(1) 
MOHS av 


("say %/ S) 
xowl] 
("say %/ ¢) 
P10s@|0q 
("say &% +) 
suogng 
(44 % *4°) 
punoyAessy 
(1) “ous 
uely @AQtS 


yepoy uew 
4809 ‘Ainge; 

(1) “o4s 

UeALINS PI 





(4) 


winig uosieyor 


o223eqgo) 
uedVewy 
(4) s94se4 
sojeyreg 
(1) Auueg yoer 


spjouAey ‘fy 
(3) NYAMY1 


$4942e1g 
g ‘JesIey 
(4) JoHese; 





(4) vopuey 


dnos |jeadwes 


Ja4y4ng 
#nueeg Addiys 
(4) + 404 
peysy no, 


‘(urd ¢-9¢:p) 4my Ajyunoy pure (uoou 
“UB QE? ||) UOunsqUaIUO : A 1-)AN 
‘(curd 0¢:Z-Z) 
noys uvag Awuaf ayy pue (‘wre [T] 
“OS: OL) youny 4snox Anjg * ("wre OS: OT 


“OL) Aauopy iO aao'”y 404g *ALSH)D 
‘jas uvaq yA se 
jou 9ARY SJO]s BUI J1ey) pue ‘aAtyeqUa} 
aie SMoYs asey] “Ff F1f pue “aovsaqr] 
‘as10 4 404 ‘sanag 404 ‘unsopy Appasy 
fo aisnyy ‘Apoayy Asvpy pun sakoyy pur] 
dajag ‘afy] 4nox uy uy ?AL-OAV 
*[[PF Styi 1OF pajn 
-payos 918 10 ‘11e ay} UO auos Apjuso—e1 
Joyila Gaey yey) sueis0id ounjAep Mou 
JO ISI] B SI Burmopjoy ayy, *apquys Ajaan 
-Bjar uleural ‘AT-Qqy jo uorjdaoxa 
ay) YIM ‘saynpeyos eutyAep Y1OMIaN 
‘aZueyo 0} ~welqns pue 
2atjejua} aie siosuods pue suieiZ0id 
lv ‘pa weiZoid rapun Apoorp ivad 
-de suosuodg ‘wyy 4 ‘aAl] suveul ‘J 
‘vad 
-de Avy} yorum Japun yIOMJoU 9y} 0} 
MaU JO Aj 0} Mau Jaye aq Avur Aoy], 
‘sjeyideo ut svadde sureiz0id may 


MA 4° 
LDY) WIFI 


ylomja nj 
aa1yoivd wo’) 


asp UOISIAIjOL 


JO 4oqes wey | (4) 05827 


"7 

| 

| 

| | 
a | 


98V [av 





AVQGS INA AYQNOW AYVAGNNS 




















W87 
(1) NMVua 
8 SNIVUS 








(4) ALIO 
NOWUVANIO 


puey uo; 
~Buwey ‘W387 
(4) e7owsuns 


"OD. ¥INS 
ueypeyuew 


(1) 


| NVLLVHNVAW 
| WOUd SISNW 


24491)! 
(1) sHeds 
#? epesjeaes 


P4ei|4O7 “d 
(1) uosieg 
Oj uosieg 


en 

Psei|!407 “d 
SMON 

8 Ajeq uyor 


(He 
SII jeseues 
(He) 
Peo} “q 
(1) MOHS 
AVUUNW 
UNHLYV 





23d 
(4) dneury eyy | syonpoig sepsed 
‘yeoewseud jjey 


“HUM '8/2!14D 





jeoewseud 
HEYPHY AMA 


"$0JQ J@AS"| 


(4) 19Ae4, ILA 


‘uns GAP} 





(‘H°) WT 
(4) NOANYO 
JARLS 


(syoom *4/e) 
S1459N 
(4) “oY¥s 
W104 B1eD 


ebpog 


(1) “oys 
19M e2uesme> 


e}ebjo> 
(421) 


MOHS SNUNG | 


I9YoID 


uediowy 


(4) divs 
L3SNNS LZ 


2411495 
(4) esnoy 
“AR Id 7411425 
"$049 49A9)] 


(4) 
esnoyAeig xny 


(He) voy 
(4]&) seae7 
(1) 949 
sno), 4eg no, 


JOJOW Psy 
(1) “eys poy 


| 


spjouAey “ft *y 
‘eouesnsu; 
S445 [IV 4°1D 
~Ajsoquily “ussy 
SOD ‘JowY 
SSOAW JO4S1Ng 
(1) 

06 esnoyAelg 





peoeueudg 
NPYOHY AA 
SMON 
8 Ajeg uyor 





(4) Asopissey 
euopsquioy 


D¥d 
(1) 93:7 
dno) $) S14) 


Iy105 Buosjswuy 
(1) 
OsfROY] 8/241D 
Buosjsuuy 


(44m 
Bulseusey/e) 
19945 “SN 
(1) 29°H 
1994S “S'N 


| 
| ueuue-: 
g SOIC 
(1) 
544614 +481N 
Aepsoupe 





Pse|jo7 “q 
(4) Suzary 
HONOY 


$S04/P9S 
‘442 
(4) 
NOSUYILSVAN 
ivd 


spjouAey “ff *y 
(1) 40425 
VW 499 A) 


9|!|GOwsp|O 
(1) MOHS 
39Vd ILLWd 





("+1°) 
YOFe MA PACING 
"("448) C22eqo) 

uedewy 


(4) penbs ‘w 


41425 
‘spjoudoy “fy 
(4) “oys 
S4@AIIS [14d 


S,Ppucod 
yBnosgeseus 
(1) ‘d°s'3 


("42) 
ewoL ‘Jowy 
(HE) W837 
(4) s¥ooa 
a3asO1D 
GNIH39 


Spooj jeseuss 
‘uosuyor oe | ‘S$ 
(4) e4ee4) 
Keigy ouez 


$8/OsA947 
(1) “oys 
euceg 4"&d oul 


4424 
(1) a7u38 
NOLTIW 


aye bjo>y 
(4) 
SsRUOIIIW, OY) 


uo}|NYS 
RB eqdues 
(4) MOHS 

aa3¥ VNNOG 





pues 
-weyr 'wWeeg 
“UNS '440|D 
-Ajsoquiry ‘404 
“1A WOU ‘ood 
“PIYM WOU 
‘ewexon ‘Auieg 
uesuewy 
(sanoy-sjey 
SNOeA) 


(1) “o4s 
owes Aiseg 


(#2) os 
("+12) 
spjoucey “f “y 
(4) Auung 
eiy ejdoeg 


UOsWe!||I A 
Rg uUMOsg 
(4) 
NVX31 3HL 


(3) “eY¥s 
uose- Asieg 


(7) 
‘VSN e9yqnr 


(4) 3OVvSSVd 
L1SAMHLUON 


"Duy sjeo 
-IynedewWeUd 
"SOG J0A07 


(1) MOHS 
NOSV319 
ETb eh dm 


peounouuy 


of | 


]°214 
“Nedewseud 


(1) 
euC-Ajuemy 


uosuyor a ‘Ss 
(4) 
YIONINYIG 


e1ueAJAS 
(4) shoD2ZW 
jeoy oy 


jepieds 

‘J8AB)] 
(1) +48ry 
$s] Old oul 


peounowuy 
og OL 


S$eO saxend 
B EPO) 
(4) 491448H 
8 e120 





(4) 3OvIe 
“UWA 8 3AOT 


o223eqgo| 

‘JOWY "110 jeseues 
\IGow Auoceg | (4) WYIWVS 
(4) UAopyres, | Y HLIM NVA 


214499/9 


(#2) 
YOO AA PACING 
"(4H12) WT 
(1) MOHS 
NNAM G3 


spooj jeseuec) 


(4) @Pia 


4eqweseq 


Bnig yseds 
Ov ‘IN-Z 
(4) 04107 





SJBACS as" 
#NN-YyDeeg 
(1) “oy4s 
21D I! 


peounowuy 
og ° 


o22ego) 

uesNewy 
(1) 3avuvd 
LIH YNOA 


oosigeny 
(4) 4 4 ry 


(1) sioove 
SIDSVH 


AIngs||!d 
‘1041215 


(4) Aon 8409 | 


UOFS|OY ‘SOI 
(4) YaAv3e 
OL LI 3AV31 


(44 %/ “4°) 
04 
fINDSIg JEUOIHEK 
("44 “4&) psoy 


(4) 
uiesy UoBe yA 


, (4) 
SLNVIS 3HL 
4O GTYOM 


(4) NVA 
JISISIANI FHL 


S|OLOW 
spjourey 
'Pbo}|e> 

(4) spuesesg 
Aousig 4° 














98V 


AVGUNLIVS 





98V 


AVGIuA 





IaYV 


AVGOSUNHLA 


AVGSINGIM 
























Beat (L) 


Bristol 


Post Fight 





















































= 

°] = 

o> 

+++ - 

5 6 os 

i— 0 

s c 

i & ’ 

: 
; 

- ‘ 

© 

Vv 

o 

£ 

© 

Ls 

— 

2. 

— 

< 

re) 

O 

o 

-€ 

re) 

he 

= 

7 

= 

c 

< 


tant as the fact that “the show has an 
excellent cost-per-thousand — which 
means great coverage and no produc- 
tion difficulties.” 

As the average nightly program 
strives to make itself more entertain- 
ing, so the producers of “specials” 
and “specs” are throwing larger 
budgets and bigger names into their 
fall efforts. As the schedule stands at 
the moment, more than 70 programs 
of “special interest” will appear dur- 
ing the season, at an average of two 
per week. 

This figure does not include the 15 
on NBC-TV on 
alternate Sunday afternoons. It is 
composed of a list of nine Du Pont 
Show Of The Month presentations, six 
Hallmark Hall of Fame productions, 
half-a-dozen shows with Jerry Lewis, 
six new Shirley Temple fairy tales, 
eight programs with Bob Hope, eight 
from Rell Telephone Co., Pontiac’s 
trio with Phil Silvers, Victor Borge 
and Mary Martin, Rexall’s quartet of 
family comedies, three NBC Opera 
presentations, two Lowell Thomas 
travelogues, a pair of Fred Astaire 
and Bing Crosby shows, several 
Broadway and original musicals, a 
Timex jazz show and coverage of such 
events as the Academy and Emmy 
awards, the Miss America Pageant, 
etc. 

“I doubt that the Du Pont and 
Hallmark shows fall into the category 
of specials now,” says Rod Erickson. 
“They’re actually regularly scheduled 
shows seen once a month or every 
six weeks, or whatever. A true special 
is an irregularly scheduled program of 
unusual interest.” By Mr. Erickson’s 
definition, the “special” status of the 
Bob Hope, Shirley Temple and Jerry 
Lewis programs is also open to ques- 
tion. 


Omnibus programs 


























HUBBELL ROBINSON 
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Marge Corbett of Compton notes that 
the increased number of special pro- 
grams does not automatically mean an 
“hit” 
“Some of them will be very exciting 


increased nutmuber of shows. 


and _ successful,” she says, “while 
others will fail. One of the advantages 
of a special program is the advance 
publicity it engenders. The public is 
afraid to miss the show, something not 
so important with a weekly series.” 

Whereas budget problems caused 
NBC-TV to cut back its NBC Opera 
productions to three this year, both 
Bell Telephone and Rexall Drugs are 
increasing their productions. Rexall. 
which did extremely successful busi- 
ness after promoting its one-cent sale 
via two fairy-tale programs, will back 
four shows of more adult appeal. The 
telephone company is adding musical 
productions to its schedule of science 
films. 

“A special type of show must be 
hinged to a specific need of an ad- 
vertiser,” believes Bill Doughten. “A 
dealer promotion or the introduction 
of a new line is a perfect reason to 
sponsor such a show. We investigated 
the possibilities for DFS clients and 
decided to continue using the weekly 
format. It also seems that with such a 
lot of special shows appearing this 

















season, the basic ‘special’ idea will 
lose some of its value.” 

Compton Advertising has also con- 
sidered special programs for two of its 
clients, after having determined that 
such shows could do a selling—as well 
as an institutional—job. 

Too many specials? Esty’s Mitchell 
Johnson doesn’t think so. “There can’t 
he too many good shows,” he says. 

With the nighttime schedules com- 
mitted to entertainment, pure and 
simple, the fall daytime periods will 
continue to follow a similar pattern 
of quizzes, audience-participation 
shows, serials and stripped reruns of 
film series. 

Daytime excitement should stem 
from ABC-TV’s entry into the field, 
making for a first-time three-way 
battle for the housewife audience. The 


network, which scored big with its 


late-afternoon American Bandstand, 
plans to begin telecasting at 11 a.m. 


half 


alternated with local station time until 


Six new hour shows will be 
3:30 p.m. The shows tentatively set 
include a quiz, a Freddy Martin band 
program, Liberace and the team of 
Peter Lind Hayes and Mary Healy, 
among others. 

About three-quarters of the spon- 


(Continued on page 58) 
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po the most significant devel- 
ment in network television this 
fall will be ABC-TV’s expansion of its 
daylight operation. The move has obvi- 
ous meaning for the network and for 
the industry as a whole—the “third 
network” will be a force to contend 
with. In terms of dollars and cents, the 
additional programming is expected to 
increase ABC-TV’s annual billings by 
approximately 20 per cent. 

The emergence of ABC-TV as a fully 
competitive factor in network television 
has not been a sudden, dramatic occur- 
rence, of course. Its live coverage of 
U. S. television homes has increased 
each year, and this fall, with 84 live 
affiliates, some 85 per cent of the na- 
tion’s tv homes will be covered live. 


But this fact alone would not place 
the network on an equal footing with 
its competitors. A sponsored daytime 
operation, with its consequent billings 
potential, was necessary. And daytime 
programming would assist the night- 
time operation, since ABC-TV has 
been selling nighttime at a competitive 
disadvantage: it could not work out 
appropriate package deals with poten- 
tial advertisers. 

“Operation Daybreak” means that 
the network will be adding 60 quarter- 
hours a week to its daytime schedule, 
starting Oct. 6. Under its Charter Plan 
(with pioneer discounts of 50 per cent), 
ABC-TV claims that even a smaller ad- 
vertiser can do better than a large ad- 
vertiser on another network. Cost for 
a commercial minute, time and talent, 
is $2,130. An advertiser buying a mini- 


Expanded daytime operation 


the network's big "58-59 plusses 


mum order of four quarter-hours per 
week for 26 weeks buys this time for 
one day. However, subject to ABC-TV’s 
approval, he may exchange eight of his 
12 commercial positions with other ad- 
vertisers to obtain the broadest possible 
reach. 

The new daytime programming will 
be characterized by strong entertain- 
ment values, as distinct from gimmick- 
type programming, according to Thom- 
as W. Moore, vice president in charge 
of programming. “The schedule will be 
light on games and will attempt te build 
continuing listening, rather than fad 
listening,” Mr. Moore says. 

ABC-TV’s over-all programming ap- 
proach remains essentially the same 
this year, and is best described as ac- 
tion-adventure. Hailed as a trend last 
year but missing from this year’s line- 
up are the personality singers such as 
Guy Mitchell and Frank Sinatra. Only 
Pat Boone has survived. If the network 
is moving in any particular program- 
ming direction, it is even further to- 
ward action-adventure, adding The 
Rifleman, Naked City, Rough Riders 
and The Lawman, to name but a few. 

This type of programming says Mr. 
Moore, “appeals to the younger and 
larger families where we have had the 
greatest success. Advertisers find this 
audience a profitable one, since they are 
the biggest spenders.” 

And this is probably the main reason 
such programming is stressed by ABC- 
TV. The network quotes figures from a 
Politz study conducted for Life maga- 
zine which indicates that younger, 
larger families spend disproportionate 


and action-adventure programming are 


ly for household wants. As an example, 
while 58 per cent of U. S. households 
are younger, these families spend 65 per 
cent of the nation’s total for household 
wants. Also, the Politz study shows 56 
per cent of the nation’s families are 
larger, and these families make 64 per 
cent of the total household expenditures, 
another indication that such an audi- 
ence is of greater value to an advertiser 
than an older, smaller family group. 

ABC-TV has taken all Nielsen full- 
analysis programs in the action-adven- 
ture category and found that while the 
nation’s homes are distributed 68-32 
in a younger-older breakdown, the net- 
work’s average action-adventure show 
attracts 80 per cent of its audience from 
the younger families, and 20 per cent 
from the older group. 

The same analysis done on a size-of- 
family basis shows that larger-smaller 
families are distributed 69-31, but 
ABC-TV’s action shows deliver 82 per 
cent of their audience from the larger 
group, and 18 per cent, from smaller 
families. 

It is interesting to note that ABC- 
TV has steadily increased its use of ac- 
tion-adventure programming. In 1953 
only 13 per cent of the schedule was 
devoted to it, in 1955 action-adventure 
occupied 29 per cent of the line-up and 
by 1957 56 per cent of the schedule was 
action-adventure shows. 

This fall the network will premiere 
18 new shows, representing approxi- 
mately 11 and one-half hours of new 
programming per week. Two of these 
shows are new to the network, but are 

(Continued on page 63) 
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Donna Reed stars as the wife of a doctor in a new situation-comedy series. 


Authentic New York locales for Naked City. 


Spat, he ‘gett 


alt Disney Presents 





Wide range of programs continues 


to be the network’s standard procedure 


in holding billings leadership 


A’: CBS-TV’s over-all pro- 

gramming approach has not un- 
dergone any radical change, the net- 
work this fall will premiere 13 new pro- 
grams which will account for eight full 
hours of its evening schedule. The 
changes can be interpreted in only one 
way, says Harry G. Ommerle, vice pres- 
ident-network programs: “The fatigue 
factor has set in on a lot of shows.” 

The number of new programs offered 
by CBS-TV this fall is actually less than 
the number the other two networks will 
premiere, and may be an indication that 
CBS-TV feels it has maintained its pro- 
gram dominance. This is confirmed by 
Mr. Ommerle, who says that the line-up 
will remain essentially the same: “We 
will continue to offer a balanced sched- 
ule, presenting as wide a range of pro- 
grams as is possible.” But some new 
programs are necessary at this point in 
the development of television, Mr. Om- 
merle implies. “As the public becomes 
more critical, more programs will have 
a shorter life span.” 

Variety—diversity of programs—has 
been the network’s standard approach, 
and it has apparently paid off. In terms 
of billings, CBS-TV continues in its 
leadership position, according to the 
latest figures from Leading National 
Advertisers and Broadcast Advertiser 
Reports. In May CBS-TV led the com- 
petition with a $20,970,022 gross time 
figure, a 3.3-per-cent increase over 

. May of last year. 

And last year’s over-all figure will 
be exceeded this year, according to 
Thomas H. Dawson, vice president-net- 
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work sales, who says that “CBS will do 
more volume in 1958 than it did in 
1957,” despite a soft market. Mr. Daw- 
son points out, however, that the com- 
ing season is distinct from previous sea- 
sons in one important respect: adver- 
tisers are no longer waiting on line—in 
fact, they are in a position to bargain. 

But this uncomfortable development 
in network television apparently has not 
caused any panic at CBS-TV. Mr. Daw- 
son offers a reason for the relative 
calm: “We have more quarter-hours 
sponsored than has the competition.” 
This has come about, Mr. Dawson adds, 
because CBS-TV operates on the “better 
mouse trap” theory, that is, top pro- 
gramming brings in the business and 
does a better and stronger circulation 
job for advertisers. 

In its selling, the network has not 
offered any special inducements to po- 
tential sponsors. Commitments may be 
shorter this year, Mr. Dawson concedes, 
“but this has been coming on for some 
time.” 

Since the season has been described 
as a late one, many observers have sug- 
gested that the medium is not selling 
itself hard enough. Television should 
be more competitive against other me- 
dia, goes the reasoning, and should at- 
tempt to snare a larger share of the 
over-all advertising pie. Mr. Dawson 
agrees, but with a reservation: “Yes, 
television should sell itself competitive- 
ly, but I’m not at all certain that it is 
competitive. There’s a place for other 
media—each tends to seek its own level 
—hbut television occupies a unique place 


as an advertising tool.” 

There are plenty of tv advertisers 
lying around, Mr. Dawson points out, 
but some are not spending at the mo- 
ment, some have retrenched from the 
big buy, and some are just plain wait- 
ing. (Like the panther beside the water 
hole, one observer commented. ) 

Some of these potential sponsors are 
watching two new daytime shows that 
were recently placed on the air in the 
10-10:30 a.m. and 10:30-11 a.m. time 
slots. They are For Love Or Money 
and Play Your Hunch. 

The network is in a better position 
during the daylight hours for the fall 
than it was last year, says Mr. Dawson, 
if the two new shows are taken into con- 
sideration. Advertisers don’t buy just 
television, they buy circulation and cost- 
per-thousand, two elements as yet un- 
known about the two programs, he 
pointed out. 

At press time, it was reported that 
still a third new program will be placed 
on the daytime schedule this fall. It is 
understood to be the Jimmy Dean Show, 
which would replace Beat the Clock, 2- 
2:30 p.m. 

Of the 13 new programs to be intro- 
duced in the fall nighttime schedule, 
three are westerns, which means that 
CBS-TV will be programming a total 
of four hours of westerns a week, an 
hour and one-half more than last sea- 
son. Harry Ommerle has some frank 
observations on the subject of westerns 
and television. “Although network tele- 
vision in general is leaning more heavily 

(Continued on page 62) 
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Ann Sothern returns in a new series. 
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Garry Moore goes nighttime on Tuesdays. 





BC-TV fully expects to achieve its 

traditional nighttime sold-out 
status this fall, despite the soft econ- 
omy, says Don Durgin, vice president 
and national sales manager of the net- 
work. “We should go ahead of last 
year’s sales volume, since daytime bill- 
ings, the key factor here, will exceed 
lasi year’s.” 

Although it is too early to forecast 
a percentage increase over 1957, Mr. 
Durgin notes that the network’s bill- 
ings have climbed phenomenally. Part- 
ly as a result of a kind of meat-and- 
potatoes programming instituted last 
year (following the demise of Sylvester 
L. (Pat) Weaver’s innovations), NBC- 
TV can point to big strides in sales 
volume. The most recent Leading Na- 
tional Advertiser-Broadcast Advertiser 
Reports show that in May the network’s 
gross time billings amounted to $18,- 
470,368—a 16.8-per-cent increase over 
May a year ago. 

Meat-and-potatoes programming can 
be described as that which appeals to 
majority taste, according to Robert F. 
Lewine, vice president, television net- 
work programs. Despite increases both 
in billings and in ratings, NBC-TV this 
fall wijl' place 17 new programs on the 
air during prime viewing hours, which 
will account for approximately nine 
hours of time. But NBC’s programming 
approach will remain essentially the 
same, says Mr. Lewine, and the net- 
work will continue to offer a wide 
variety of programs designed to reach 
all kinds of viewers. 

Depending on your politics, the cur- 
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rent slump can be called a recession or 
a depression, but as it affects network 
television it is neither of these things, 
as far as Mr. Durgin is concerned. 
“The toughness of the season lies only 
in its lateness, and the difference this 
year is that instead of having every- 
thing wrapped up by mid-July, many 
sales won’t be finalized until mid-Au- 
gust.” He points out, as have others, 
that a lot of uncommitted money is 
still floating around, and advertisers 
generally are taking longer to make a 
decision that was once made almost 
automatically. 

It should be pointed out that certain 
sponsors, usually those who have felt 
the recession least, such as cigarette 
and soap companies, have come for- 
ward relatively fast. Automotive manu- 
facturers, Mr. Durgin points out, have 
certainly felt the recession, but it has 
not been reflected in their television 
spending. Automotive sponsors on NBC 
include Chevrolet, Buick, Ford, Chrys- 
ler and Pontiac. 

“Most advertisers familiar with the 
medium,” Mr. Durgin notes, “find they 
need it and there is no substitute.” 

Although the sales executive con- 
cedes that there is a general reluctance 
on the part of advertisers to commit 
themselves to a 52-week firm contract 
and a corresponding increase in 26- 
week commitments, he can point to 
many time slots where a full year con- 
tract has been signed. These sponsors 
include Chevrolet, Procter & Gamble, 
Ford, Kraft, American Tobacco, Col- 
gate, R. J. Reynolds, all of the Perry 


Traditional nighttime standing-room-only 


status, plus increased daytime 


et & billings, is the network’s fall outlook 


Como advertisers (American “Dairy, 
Noxema, RCA Whirlpool, Kimberly 
Clark, Sunbeam and Chemstrand) and 
Liggett & Myers. 

A better selling job must be done 
with advertisers unfamiliar with the 
medium, Mr. Durgin feels. Specifically, 
not enough has been done with insti- 
tutional advertisers, he says, and in 
general networks must be more inven- 
tive in showing potential customers 
how to use the medium. This especially 
goes for small-budget advertisers, who 
may have been frightened off by talk 
of rising costs of television. Mr. Dur- 
gin, earlier this year, had some things 
to say on this subject. 

“One reason rising tv costs have been 
dramatized while rising print costs 
have been minimized is because the cir- 
culation (to which all costs are hitched 
and must be related) for print media 
has been very modest, while tv’s circu- 
lation in the same period has been most 
spectacular . . . up a dramatic 40 per 
cent from 1954 (29,400,000) to 1957 
(41,200,000). Costs did go up, but 
how well they were placed and tied to 
delivered circulation is indicated by 
the fact that the cost-per-thousand of 
the average evening television program 
has been declining, according to Niel- 
sen.” 

NBC-TV’s 
structure has brought television to 
modest-budget advertisers, Mr. Durgin 
says, “many of whom graduated to 
regular users of the medium.” The 


participating program 


participating program, pioneered by 
(Continued on page 58) 





George Montgomery (below) in the hour-long Cimarron City; Dean Fredericks (above) as Milt Caniff's comic-strip hero. 


Milton Berle comes back for Kraft. 
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While 85% have seen 


tv movies in month, only 52% 


have been in theatres 


f box-office figures haven’t proved it, 

and television ratings haven’t proved 
it, The Pulse, Inc., has. More people 
watch movies on the home screen than 
on the big screen, according to a spe- 
cial study the research organization 
conducted for TV AGE. 

A sample of 500 men and 500 
women in 1,000 homes in the New 
York metropolitan area were asked, 
among other things, when they last 
went to a movie. A total of 58.4 per 
cent confessed that they had been to 
a movie within the past month (the 
survey was conducted in May), while 
85.5 per cent of the same sample said 





QUESTION 1: When was the last 
time you went to the movies? 
# 9% 

This week 181 18.1 
One week ago but 

less than 2 weeks 154 15.4 
2 weeks ago to 

1 month ago 187 18.7 
Over 1 month ago but 

lessthan2months 62 6.2 
2 months but less 

than 3 months 
3 months but less 

than 6 months 
6 months but less 

than 1 year 
1 year or longer 
Not certain (over 

1 month) 
Don’t go to movies 
Total Respondents 





they had watched a feature film on 
television during that same period. 

Within a week 18.1 per cent of the 
sample had seen a movie in a theatre, 
while 69.1 per cent had watched a 
movie at home in a week’s time. 

Movie-going habits, apparently under 
the influence of television, appear to 
be more selective. Thus, of those who 
saw a movie in a theatre within a 
month’s time, the vast majority, 52.6 
per cent, had gone only once. The 
number who went to a movie more 
than once a week—that is five or more 
times in a month’s period—was ex- 
tremely low—3.8 per cent. 

In this month’s time, 21.5 per cent 
of those who went to a movie went 








QUESTION 2: (If in last month). 
How many times have you gone 
to the movies during the past 
month? 
ae 
52.6 
21.5 
72 123 
4 57 «(9.8 
5 or more 22 38 
Total who went to 
movie in past month 584 100 





twice, while 9.8 per cent went four 
times, or about once a week. 
A total of 151 of the entire sample 


The answers indicate that big star 
names and lavish productions, even 
dated ones, hold viewer attention. Of 
those who watched a tv movie in the 
previous month, 42.9 per cent thought 
that regular tv shows and tv movies 
stacked up about the same. Another 
15.4 per cent said that movies are less 
enjoyable than other programs, while 
the remaining 41.7 per cent felt that 
movies on television are more enjoy- 
able than other programming. 

Much has been written pro and con 
about the quality of feature films on 
television, with some people arguing 
that so much trash is included in the 
packages sold to television as to negate 
the impact of the quality films also 





QUESTION 3: Have you watched any movies on television during the past 


month? Past week? 


Month 


zt 
Yes 855 
No 145 


Total respondents 1,000 


Week 
% # % 


30.9 
1,000 100 





—15.1 per cent—had not seen a movie 
in a theatre in over a year, but only 
.2 per cent didn’t ever go out to a 
movie. 

At home, 14.5 per cent of those in- 
terviewed said they hadn't seen a 
feature on television in a month’s 
time, but over four-fifths of the total 
did watch television movies in that 
time. 


Pulse interviewers, in question 4, 
asked respondents to compare tele- 
vision movies with other tv programs. 





QUESTION 4: In general, how do 
you think movies you watch on 
television compare with other 
television programs you watch? 
Would you say that movies are 
usually more enjoyable, less en- 
joyable, or about the same as 
other programs you watch? 
# % 

More enjoyable 356 41.7 
Less enjoyable 132 15.4 
Same 367 42.9 
Total who watched 

tv movies in past 

month 





included in the libraries. But new 
films are constantly being added to the 
supply, and stations have learned how 
to program their features competi- 





QuESTION 5: Would you say that 
the movies now being shown on 
television are better, worse, or 
about the same as those shown 
a year ago? 
# % 
Better now 65.6 
Worse now 25 29 
Same 31.5 
Total who watched 
tv movies in past 


month 855 100 





tively. In question 5, Pulse asked those 
who watched a feature on tv during the 
past month whether the movies being 
shown on television now are better, 
worse or about the 
shown a year ago. 


same as those 

Almost two-thirds of the respondents 
—65.6 per cent—agreed that features 
telecast today are better now than they 
were a year age. Only 2.9 per cent— 
or 25 respondents—said that feature 
films on tv are worse than they were 





QUESTION 6: I/ there was a par- 
ticular movie on television that 
you wanted to see, would you pre- 
fer to have it shown on television: 
in the early evening (that is be- 
fore 7:30 PM), in the mid-eve- 
ning (that is between 7:30 PM 
and 11PM), in the late evening 
(after 11 PM)? 


In the early evening 
(before 7:30 PM) 

In the mid-evening 
(between 7:30 & 
11 PM) 

In the late evening 
(after 11 PM) 

No preference 

Total who watched 
tv movies in past 
month 





a year ago. Less than a third—31.5 
per cent—felt that movies seen on tv 
today are about the same in quality. 

Question 6 asked: “If there was a 
particular movie on television that 
you wanted to see, would you prefer 
to have it shown on television in the 
early evening (that is, before 7:30 
p-m.), in the mid-evening (between 
7:30 and 11 p.m.), in the late evening 
(after 11 p.m.) ? 

The majority of answers to this 
question are poignant, and reflect the 
exhaustion and irritability of literally 
millions of hard-working Americans 
who are trapped into staying up for 
the late, or tardy, or overdue, or long- 
delayed show. 

The answers are poignant in yet 
another sense: 62.1 per cent would 

(Continued on page 48) 





QUESTION 7: Would you prefer to 
watch a movie program on tele- 
vision that lasted an hour, an hour 
and a half, or two hours? 
= 

1 hour 249 
11% hours 317 
2 hours 260 
No preference 29 
Total who watched 

tv movies in past 

month 
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Film Report 
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VIDEOTAPE PILOTS 

Although there are many technical 
and union difficulties yet to be overcome 
before videotape becomes an important 
factor in television programs, it has be- 
come increasingly obvious in the past 
few weeks that its development will be 
of a grassroots nature, that is, from sta- 
tion to syndicator, from station to net- 
work. 

Probably the first mass use of video- 
tape in entertainment production will 
be in the field of pilots next season. 
KTTV Los Angeles, which is already 

shooting several of its own programs 
on tape, reports it has received numer- 
ous inquiries from producers regarding 
use of facilities for producing pilots 
this fall and winter. Although there are 
several “gray” areas of union jurisdic- 
tion which have not yet been resolved, 
indications are that these are on the 
way to being settled. 

First of these pilots, already under 
way, is for a new Evelyn Rudie series, 
being produced by Walter Emerson 
Productions. Three half-hours in all are 
planned. 

Guild Films, in conjunction with 
Henry Berman, has started work on a 
full series on videotape. Titled The Time 
and the Place, it has a sort of You Are 
There format, with interviews with 
name guest stars. Guild will syndicate 
this, as well as Divorce Court, locally 
produced KTTV series, and is planning 
a tape syndication arm within its own 
distribution organization. 

KTTV on its own initiative is also tap- 
ing the Paul Coates Show and the new 
Juvenile Court dramas, with syndication 
under discussion. 

Sixth station in Los Angeles to ac- 
quire videotape recorders is KCOP, with 
two to be delivered this week. However, 
initial financing of equipment to project 
tape is considered by many stations as 
expensive, and this factor may hold up 
full-scale syndication for some time. 


SALES... 

Brown & Williamson, for Raleigh 
cigarettes, will sponsor Ziv’s latest syn- 
dicated. offering, Mackenzie’s Raiders, 
in 19 major markets across the country. 
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The new series, scheduled for October 
release, is based on the book by Col. 
“Red” Reeder of West Point, and de- 
scribes efforts of the Fourth Cavalry, 
following the Civil War, to clean up the 
Rio Grande area by secret raids across 
the river. Richard Carlson is the star 
of Mackenzie’s Raiders, which is being 
shot on location in the Rio Grande 


country and at the Ziv studios in Holly- 
wood. 

“Sweet 65,” Screen latest 
group of feature films, has been sold 
to 25 stations. 


Gems’ 


Latest station sales in- 
clude the following: KAKE-TV Wichita, 
Kau.; KRLD-Tv Dallas; KONO-TV San 
Antonio, and wnac-tv Boston. The 
Transcontinent Television Corp. also 





FILM SUCCESS 


N* every television property, espe- 
cially the he-man type of adven- 
ture saga, is ideal for selling dairy 
products, but H. P. Hood & Sons, which 
has a multiple-product dairy line in 
broad distribution throughout New 
England, found, after careful considera- 
tion, that it had no other choice but 
to renew, of all things, a syndicated 
western series. 

The series in question is ABC Film 
Syndication’s 26 Men, which has gone 
into second-year production. The Hood 
company had lined up a group of nine 
stations, covering almost every major 
market in New England, to form a kind 
of network. The series was programmed 
on the same day and at the same time 
by all stations—Sundays, 7-7:30 p.m. 

“Advertising awareness and penetra- 
tion studies conducted by the Hood 
market-research department, under the 
direction of Roswell G. Eldridge, show 
exceptional increases on consumer rec- 
ognition and recall of product adver- 
tising since the start of 26 Men,” says 
Louis J. Nicholaus, vice president, 
Kenyon & Eckhardt, Inc., Boston, agen- 
cy for the sponsor. For this reason, 
Paul B. Eaton, advertising manager of 
H. P. Hood, authorized a second-year 
renewal of the series. The decision was 
made after a study of what other prop- 
erties or means of promotion might be 
used in place of 26 Men. 

Mr. Nicholaus notes that “because 26 
Men is regularly getting excellent rat- 
ings in all areas where it is shown, cost- 
per-thousand per-commercial minute is 
well below the average half-hour net- 
work program.” 

And ratings in general have been 


Tris Coffin (r.) in 26 Men 


impressive. In Boston, according to 
ARB, it is the number-one syndicated 
show, and the same rating service finds 
it first in its time period in Washing- 
ton, D. C. Top ratings are reported in 
markets such as Cincinnati, El Paso, 
Rochester, Pittsburgh, San Diego, Seat- 
tle, Detroit, New Orleans, Phoenix and 
Shreveport. 

Large regional advertisers of the se- 
ries include Standard Oil of Texas, Ad- 
miral Corp., American Health Studios, 
Winston cigarettes, August Wagner, 
Hudepohl, A & P stores, Coca-Cola, 
Freihofer Baking and Mrs. Smith’s 
pies. 

26 Men is based upon stories of the 
Arizona Rangers, a group which at no 
time exceeded that number of men. 
Tris Coffin plays the part of Capt. Tom 
Rynning, and Kelo Henderson plays 
the second lead. The series is produced 
by Russell Hayden, who is currently 
on location in Arizona filming an addi- 
tional 39 episodes. 





bought the group for three of its sta- 
tions: WGR-TV Buffalo; wroc-Tv Roch- 
ester, and wsva-Tv Harrisonburg, Va. 
The package consists of diverse pictures, 
39 from the Universal-International li- 
brary and 26 from the Columbia li- 
brary. 

MGM.-TV has racked up more than 
$1 million in business during the past 
seven weeks. Recent sales to stations of 
the MGM feature library, or various 
chunks of it, include the following: 
woop-Tv Grand Rapids; wspp-tv To- 
ledo; WAVE-TV Louisville; WHO-Tv Des 
Moines; WXEX-TV Richmond; WREX-TV 
Rockford; Kmse-Tv Minneapolis, and 
WTCN-TV Minneapolis. The new sales 
bring to 112 the number of stations now 
airing MGM features. Ksp-Tv St. Louis 
has purchased the Our Gang and 
Passing Parade shorts, bringing to 21 
the number of stations that have ac- 
quired MGM shorts subjects. 

Five new stations have purchased 
Associated Artists Productions’ fea- 
tures and short subjects from its “Gold 
Mine Library.” wtvK-Tv Knoxville 
bought the entire library; wsav-Tv Sa- 
vannah purchased Movieland, plus the 
westerns; WMBD-TV Peoria purchased 
Movieland; wrtar-Tv Norfolk bought 
Candid Camera, and KVAL-Tv Eugene, 
Ore., purchased the Gabby Hayes and 
Johnny Jupiter packages. In addition, 
two stations, WFMJ-TV Youngstown and 
wBaAY-Tv Green Bay, renewed the Pop- 
eye series. WFMJ-TV also purchased the 
Warner Bros. cartoon library. 

Richard H. Ullman, Inc., Buffalo, 
producer of the new outer-space cartoon 
program, Colonel Bleep, reports that 
the series has been sold to various spon- 
sors and a number of stations. Sponsors 
include: International Shoe Co., Fore- 
most Dairies, Spaulding Bakeries, 7-11 
Supermarkets, Pinemount Dairies and 
Maypo Cereals. . .. waBc-Tv New York 
has purchased the J Married Joan series 
for stripping purposes in its daytime 
schedule, with the possibility of an ad- 
ditional weekly evening presentation. 
The series is distributed by Interstate 
Television, Inc. 

ABC-TV has purchased from Harvey 
Films, Inc., 170 Harvey cartoons for 
its “Fun at Five” action strip. The car- 
toons, all post-1950 and fully animated 
in color, were produced by Paramount 
Pictures Corp. The deal for the car- 
toons, which will be presented on Tues- 
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ELEKTRA FILM PRODUCTIONS, INC., New York 
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MPO PRODUCTIONS, INC., New York 


Chevrolet « Campbell-Ewald 


LAWRENCE-SCHNITZER PROD., INC., Hollywood 


De Soto « BBDO 


LE ORA THOMPSON ASSOCIATES, Hollywood 


Hit Parade » BBDO 


CARAVEL FILMS, INC., New York 
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e best possible coverage of the nearly 
2,000,000 people in the prosperous 
Scranton—Wilkes-Barre trading area 


e combined operation with identical 
programming—ABC-TV basic affiliates 


call Avery-Knodel for availabilities 


Symbol of Service 
TRANSCONTINENT TELEVISION 
CORPORATION 


WROC-TV, Rochestee @ WGR, WGR-TV, Buffalo @ 
WSVA, WSVA-TV, Harrisonburg @ WNEP-TV, 
Scranton @ WILK-TV, Wilkes-Barre 








THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings on 
WHEN-TV, Syracuse 


Wire or phone 





Art Kerman 
today for Zz 


\ 
GOVERNOR TELEVISION 


151 West 46th St., N.Y.C. 
JUdson 6-3675 


availability 
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days and Thursdays, was described as a 
multi-million-dollar one. 


PROGRAMS ... 

Victory Program Sales, a division of 
California National Productions, has se- 
lected two properties for syndication 
this fall. They are Panic, a suspense 
series, and Hiram Holliday, a comedy. 
Both of the properties were acquired 
from NBC-TV. Panic, which consists 
of 31 episodes, was created and pro- 
duced by Al Simon at McCadden Pro- 
ductions, and Hiram Holliday, with 26 
episodes, was written, directed and pro- 
duced by Phil Rapp at California 
Studios. 

Guild Films and Beverly Hills Pro- 
ductions have completed a $1.5-million 
contract whereby Guild will distribute 
all cartoon productions created by the 
Beverly Hills firm for a five-year period. 
An initial package of 150 color cartoons 
titled Spunky and Tadpole is currently 
being offered on a library basis in this 
country and overseas. Sales have al- 
ready been made to wetx New York, 
wWRCV-TV Philadelphia and KBET-TV Sac- 
ramento. 

Hal Stanley is preparing both a spec- 
tacular and a teleseries on Robert W. 
Service’s ballad, The Shooting of Dan 
McGrew. Kay Starr will have a top 
role. . . . Television Programs of Amer- 
ica will pilot The Witch’s Tale, long- 
time radio series, rights to which have 
been acquired from creator Alonzo D. 


Cole. . 


. - Dennis O’Keefe, in conjunc- 





tion with Les Hafner, has formed his 
own firm to produce All Around Towne, 
a series in which he himself will star. 
. . . Sereencraft Pictures, Inc., has ac- 
quired the world-wide distribution 
rights to Adventures of Terry Tell Time 
from Terry Tell Time Productions, Inc. 

Screen Gems has concluded an ex- 
clusive agreement with the Alaska Ter- 
ritorial Police for the production of a 
new tv series based on the activities of 
the law-enforcement agency. Tenta- 
tively titled The Alaskan, the program 
may be ready for a winter network 
start. It will be produced with the full 
cooperation of the Alaska Territorial 
Police, and will bear its seal. Dramatic 
action will revolve around one of its 
members. . . . United Artists Television 
is also readying a series for a January 
start. The company has completed a 
deal with Cypress Productions for the 
production, financing and distribution 
of The Dennis O’Keefe Show, which 
will feature the star as a successful syn- 
UA TV 


will not make a pilot, says Bruce Eells, 


dicated New York columnist. 


executive vice president, but will go 
directly into production of 39 half-hour 
.. CBS. Television Film 


Sales’ Colonel Flack, made expressly 


episodes. . 


for syndication, has gone into produc- 
tion at the MGM Culver City studios 
under the banner of Wiibur Stark and 
Jerry Layton. 


JUNKETING SYNDICATORS 
Representatives of three syndication 





Gene Barry (second from left), star of the Ziv series, Bat Masterson, to be presented 
by NBC this fall, conducts a tour of the studios for Dan Seymour of J. Walter 
Thompson, Bob Davis of Kraft and Jim Lunn of Sealtest. Kraft and Sealtest are 


alternate sponsors. 








firms have left the country for exten- 
sive sales tours of overseas markets. R. 
Gould Morrison, vice president of Inter 
World TV Films, Inc., is concentrating 
his efforts in England and western Eu- 
Inter World, a newly formed 
company, recently acquired foreign dis- 
tribution rights to some 2,500 programs 
which are distributed domestically by 
Guild Films. 

Manny Reiner, vice president for 
foreign operations of Television Pro- 
grams of America, Inc., is off on a sales 
tour of Russia, Poland, Czechoslovakia, 
Scandinavia and England. And Samuel 
Gang, foreign representative of Na- 
tional Telefilm Associates, has left for 
Latin, Central and South America for 
two months of selling. 


rope. 


COMMERCIAL CUES... 

Walter Bien, former head of Warner 
Bros. commercial department, and his 
assistant, Robert Chenault, are moving 
to Four Star Productions to head up a 
commercial production department for 
that company. First spot is being shot 
for Eastman Kodak through J. Walter 
Thompson. David H. DePatie, a pro- 
duction executive at Warner Bros., has 
been named to replace Mr. Bien. 

Gerald J. Schnitzer, of Lawrence- 
Schnitzer Productions, appeared as 
speaker at a Chicago advertising agency 
forum on new techniques in tv advertis- 
ing last week. Mr. Schnitzer presented 
a series of vignettes, as well as screening 
the “visual commercial” he produced 
for Chevrolet. 


TV WORKSHOP 

Gold Medal Studios will attempt to 
stimulate Broadway producers and di- 
rectors in the direction of independent 
movie and television film production 
in the east via a special motion-picture 
and tv workshop to be held at the com- 
pany’s studios beginning in late October 
and continuing through Dec. 22. Martin 
Poll, president of Gold Medal, will head 
the workshop. Guest speakers will in- 
clude Elia Kazan, John Cromwell, Joe 
Anthony, Budd Schulberg and Walter 


Bernstein. 


PERSONNEL ... 

ABC Film Syndication has created 
an additional managerial position to 
augment film traffic facilities. Mavis 
Todd, formerly with J. Walter Thomp- 


son as radio-television traffic group su- 
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pervisor, has been appointed to fill 
the post—that of booking manager. 
Stepped-up sales on several shows now 
in syndication made the move neces- 
sary, ABC Film says. . . . Ampex Corp. 





BOB DAY 


has appointed Bob Day as assistant 
manager, video-products advertising. 
Mr. Day, formerly a radio and tv an- 
nouncer and producer, will handle pub- 
licity, sales promotion and _ national 
advertising for the Ampex Videotape 
Recorder. . . . Robert McNear has 
joined MGM-TV as sales representative 
in San Francisco and the Pacific North- 
west. Mr. McNear will be in charge of 
sales for tv commercials and industrial 


films in those areas. 

Two new account executives have 
joined the sales force of CBS Television 
Film Sales, Inc. In New York, James W. 
Monahan will cover eastern Pennsyl- 
vania, including Philadelphia, as well 
as selected New York advertising agen- 
cies. In Dallas, Robert G. Dalchau will 
cover Arkansas, Oklahoma, New Mex- 
ico and west Texas. . . . Lawrence L. 
Goldwasser has been appointed a staff 
producer with Elliot, Unger & Elliot, 
tv film commercial company. 

Guild Films has appointed William 
B. White, former Hollywood agent and 
packager, as executive producer. Mr. 
White will coordinate all Guild produc- 
tion and will headquarter in Hollywood. 
At present, the company’s production 
plans call for the filming of 10 pilot 
films. Two properties are already set— 
Smoke Bellew, based on Jack London’s 
Alaskan stories, and The Newlyweds, a 
comedy series. . .. Gordon Hedwig has 
been appointed to the sales staff of 
Movielab Film Laboratories, Inc., as as- 
sistant to Benjamin Bloom, sales man- 
ager. . . . James E. Tiller has been 
named sales manager of Frank Willard 
Productions, Atlanta, Ga. 








WE HAVE NEVER MISSED A DEADLINE 
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ASK ANY OF OUR CLIENTS AND THEY 
WILL TELL YOU THAT WE NOT ONLY 
MAKE OUR FILMS GOOD, WE ALSO MAKE 
THEM ON TIME. “animation inc. 8564 
MELROSE AVE. / HOLLYWOOD 46, CALIF. 
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Stan Smith has been elected vice pres- 
ident of Official Films, Inc. Mr. Smith 
joined Official in 1955, after serving 
with ABC-TV as eastern sales manager. 
. . - Leo Jaffe has been elected to the 
board of directors of Columbia Pictures. 
A first vice president and treasurer of 
Columbia, Mr. Jaffe fills a vacancy on 
the board created by the recent death 
of Nate B. Spingold. 


NEW KAUFMAN FIRM 

The newly formed Jayark Film Corp. 
is currently shopping around for new 
productions for syndication. The com- 
pany, which will finance, produce and 
distribute films for tv, was formed by 
Reub Kaufman, former president of 
Guild Films. First syndicated property, 
Cartoon Storybook, consisting of 156 
animated color cartoons, has already 
been sold in over 27 markets. Stations 
actually sign for 52 episodes (of 10 
minutes’ duration each) , with an option 
to renew for the remaining 104. 

The cartoons were produced by nine 
studios in eight countries throughout 
the world. Jayark, in order to obtain 
the rights, purchased 600 of them, but 
will release only 156 this year. They 
are described as technically equal to 
any cartoons produced in Hollywood. 

Mr. Kaufman has hired several sales- 
men, and is currently organizing a com- 
plete staff. Jerry Liddiard is vice pres- 
ident in charge of sales, and Curtis 
Kaufman is administrative vice pres- 
ident. 


SYNDICATED PUBLIC SERVICE 
CBS Television Film Sales is placing 
into syndication for a fall start a number 
of CBS Public Affairs shows culled from 
See It Now, Face the Nation and many 
of the network’s one-time specials. The 
shows will be sold individually, rather 
than as a package, with one unusual 
contractual clause: they must be carried 
on a sustaining basis. The programs are 
being offered to every station in the 
country, regardless of network affilia- 


lion. 


Film Commercials 
ALL-SCOPE PICTURES, INC. 


Completed: Lucky Lager Brewing Co. (beer), 
McCann-Erickson; Wm. B. Reily Co., Inc. 
(Luzianne coffee), Walker Saussy; Royal Mc- 
Bee Corp. (Royal portable typewriter), Y&R: 
FE. & J. Gallo Winery (Thunderbird wine), 








Doyle Dane Bernbach; Gold Bond Stamp Co. 
(Gold Bond stamps), Bruce B. Brewer. 


ELEKTRA FILM PRODUCTIONS, 
INC. 


Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; General Motors Corp. (Wide 
Wide World show opening), MacManus, 
John & Adams; American Tobacco Co. (Your 
Hit Parade show opening), BBDO; New 
York Telephone Co. (Yellow Pages), BBDO; 
Standard Brands, Ltd. (Royal Instant pud- 
ding), MacLaren; F. & M. Schaefer Brewing 
Co. (beer), BBDO; Colgate-Palmolive Co. 
(Fab), Bates; Esso Standard Oil Co. (Im- 
perial Esso gasoline), MacLaren; E. I. du 
Pont de Nemours & Co. (dacron-cotton), 
BBDO; California Oil Co. (Calso-Chevron), 
BBDO. 

In Production: Smith Bros., Inc. (Fruit cough 
drops), SSC&B; Esso Standard Oil Co. (Im- 


perial Esso gasoline), MacLaren. 


ERA PRODUCTIONS, INC. 


Completed: Ralston Purina Co. (instant ce- 
real), Guild, Bascom & Bonfigli; Standard Oil 
Co. (Permalube motor oil), D’Arcy; Peters 
Div. of International Shoe Co. (Weather- 
Bird shoes), Henri, Hurst & McDonald; U. S. 
Forestry Service (Smokey Bear), FC&B. 

In Production: Ralston Purina Co. (instant 
cereal), Guild, Bascom & Bonfigli; Tidy 
House Products Co. (Dexol laundry bleach, 
Perfex Cleaner, Fast), Earle Ludgin; Stand- 
ard Oil Co. (Standard Red Crown, King Size 
Regular, Gold Crown Super Premium), 
D’Arcy. 


HFH PRODUCTIONS, INC. 
(Hunn, Fritz, Henkin) 


Completed: National Biscuit Co. (Cheese Tid 
Bits), McCann-Erickson; Avis, Inc. (Rent-a- 
Car), McCann-Erickson; Gillette Co. (special 
offer), McCann-Erickson. 

In Production: Helena Rubinstein, Inc. 
(Heavenly Glow), Ogilvy, Benson & Mather; 
General Mills, Inc. (Pancake Mix), DF&S: 
Columbia Records, Inc. (LP records), Mc- 
Cann-Erickson; Sterling Drugs, Inc. (Dr. 
Caldwell), Brown & Butcher. 


KLAEGER FILM PRODUCTIONS, 
INC, 


Completed: P. Ballantine & Sons (beer), 
Esty; U. S. Rubber Co. (tires), Fletcher D. 
Richards; Westinghouse Electric Corp. (air- 
conditioners), McCann-Erickson; Pontiac 
Motor Div. General Motors Corp. (Pontiac 
cars), MacManus, John & Adams; Colgate- 
Palmolive Co. (Vel), L&N; Greyhound Corp. 
(bus), Grey; Dow Chemical Co. (Saran 
Wrap), MacManus, John & Adams. 

In Production: Stokely-Van Camp, Inc. (vari- 
ous products), L&N; Westinghouse Electric 
Corp. (various products), McCann-Erickson; 
Greyhound Corp. (bus), Grey; Pontiac Mo- 
tor Div. General Motors Corp. (Pontiac cars), 
MacManus, John & Adams; Lever Bros. Co. 
(Pepsodent), FC&B; U. S. Rubber Co. (Fisk 
tires), Fletcher D. Richards. 


KLING FILM PRODUCTIONS 


Completed: Parti-Day Foods (dessert top- 
pings), D’Arcy; Peoples Gas, Light & Coke 
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Compton Merger 


The recently stepped-up activity 
of Compton Advertising, Inc., on 
the west coast has resulted in a 
merger with the Goldthwaite- 
Smith Advertising Agency, “San 
Francisco, making the third 
merger for Compton on the coast 
since Jan. 1. Other two consolida- 
tions involved Western Advertis- 
ing of Los Angeles and Carvel, 
Nelson & Powell of Portland. 

Goldthwaite-Smith was formed 
in 1945 to service the General 
Electric account at the regional 
level in northern California. Since 
then a number of appliance and 
electronics accounts, among others, 
have been added to the agency’s 
roster. 





Co. (gas refrigerators), NL&B: Standard Oil 
Co. of Indiana (gasoline), D’Arcy; Ham- 
mond Organs (chord organ), direct; Doyle 
Packing Co. (Strongheart dog food), D’Arcy; 
General Foods Corp. (Kool-Aid), FC&B. 

In Production: Anheuser-Busch, Inc. (Busch- 
Bavarian beer), Gardner; Pet Milk Co. 
(milk), Gardner; Northern Trust Co. (bank- 
ing services), Waldie & Briggs; Sessions Co., 
Inc. (peanut butter), Noble-Dury; Pops-Rite 
(Pop Corn), Noble-Dury; Procter & Gamble 
Co. (Duncan Hines Mix), Gardner: Swift & 
Co. (turkey), McCann-Erickson; Milner 
Products Co. (Pine Sol), Gordon Best; Pills- 
bury Mills, Inc. (Ballard Biscuits) , Campbell- 
Mithun. 


JAMES LOVE PRODUCTION 


In Production: Tom Huston Peanut Co. (pea- 
nut-butter sandwiches), Harris & Weinstein; 
Aluminum Co. of America (commercial fish- 
ing fleet; aluminum siding), F&S&R. 


NATIONAL SCREEN SERVICE 


Completed: Pontiac Motor Div. General Mo- 
tors Corp. (Pontiac cars), MacManus, John 
& Adams; J. B. Williams Co. (shaving cream), 
Parkson; Sylvan Seal Milk Co. (milk), Lef- 
ton; Olin Mathieson Chemical Corp. (fuel), 
direct; ABC Film Syndication (Jim Bowie 
promotional films), direct; P. Ballantine & 
Sons (beer), Esty; Stahl-Meyer, Inc. (Ferris 
hams), Hicks & Greist. 

In Production: P. Ballantine & Sons (beer), 
Esty; ABC Network (promotional films), di- 
rect. 


geee! 
ee FREE! GIGANTIC CATALOG 


THE BIGGEST OF ITS KIND! 
176 pages, more than 8000 
different items with prices 
and over 500 illustrations. For 
Producers, TV Stations, Film 
Labs., Industrial Organiza 
Educational Institu- 





tions, 
tions, etc 


$.0.S. CINEMA SUPPLY CORP., 602 West 52nd St., N.Y.C. 19 
WESTERN BRANCH: 6331 Hollywood Boulevard, Hollywood, Calif. 


FRED NILES PRODUCTIONS 


Completed: Brunswick-Balke-Collander 
(bowling equipment), McCann-Erickson; 
Montgomery, Ward & Co. (store openings), 
direct; Procter & Gamble Co. (American 
Family detergent), Tatham-Laird. 

In Production: Hadacol, Inc. (Hadacol 
proprietary medicines), Mohr & Eicoff; Mun- 
singwear, Inc. (men’s underwear), Powell, 
Schoenbrod & Hall; Hobart Mfg. Co. 
(Kitchen Aid portable dishwasher), Buchen; 
Bosch Brewing Co. (beer), Henri, Hurst, & 
McDonald. 










PINTOFF PRODUCTIONS 


Completed: Ward Baking Co. (Tip Top 
bread), JWT; Proctor Electric Co. (Mary 
Proctor iron & ironing boards), Weiss & 
Geller; Ford Dealer Advertising Assn. (Ford 
used cars), JWT; Gunther Brewing Co. 
(beer), L&N; Stahl-Meyer, Inc. (frank- 
furters), Hicks & Greist; Nedicks New York 
Bottling Co. (soft drinks), Weiss & Geller; 
Dixie Cup Co. (paper cups), Hicks & Greist; 
North American Philips Co., Inc. (Norelco 
shavers), C. J. LaRoche; National Phoenix 
Industries, Inc. (Super Coola), Weiss & Gel- 
ler; O’Keefe Brewing Co. (ale), Comstock; 
Bon Ami Co. (Bon Ami Glass Gloss), Weiss 
& Geller. 

In Production: O’Keefe Brewing Co. (ale), 
Comstock; Public Service Network (Building 
America), direct; Consolidated Cigar Corp. 
(Muriel cigars), L&N; North American 
Philips Co. (Norelco shavers), C. J. LaRoche; 
American Broadcasting Co. (fight promotion), 
direct; Pintoff Productions (The Violinist), 
direct; Renault, Inc. (Dauphine car), NL&B. 


TRANSFILM, INC. 


Completed: Reynolds Metals Co. (Reynolds 
Wrap), Buchanan; American Chicle Co. 
(Rolaids) Bates; Lambert-Hudnut Div. of 
Warner-Lambert Pharmaceutical Co. (Sports- 
man Men’s Toiletries), NC&K; U. S. Steel 
Corp. (steel), BBDO; Continental Baking 
Co. (Profile bread), Bates. 


UPA PICTURES, INC. 
(BURBANK) 

Completed: Englander Co., Inc. (mattresses), 
North. 

In Production: Ex-Lax, Inc. (Ex-Lax), War- 
wick & Legler; Gillette Laboratories (Thore- 
xin cough medicine), North Adv.; Oecrtel 
Brewing Co. (beer), Lynch, Hart & Stockton; 
Quality Bakers of America Cooperative, Inc. 
(Sunbeam bread), direct; Hood Chemical 
Co. (bleach & starch), Pritchard, Daniels & 
Dreher; Quaker City Chocolate & Confec- 
tionery Co. (Good & Plenty candy), Bauer 
& Tripp; Johnson & Johnson (Stuffy nose 
drops), L. W. Frohlich; Lever Bros. Co. 
(Good Luck margarine), Ogilvy, Benson & 
Mather. 


morion 
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Pulse Audience Composition Studies for June 


TOP 26 SYNDICATED SHOWS 


National 
Rank Show & Distributor Average 
eS OS: eee rr 
2. Highway Patrol se » FOR Fare 18.9 
3. Gray Ghost (CBS). hence oe ae 
4. Honeymooners RE a wskckace ses 17.7 
5. Whirlybirds (CBS) ............-- 16.9 
6 Death Valley Days (U. S. Borax) 16.4 
7. Silent Service (NBC)............- 15.9 
8 Mike Hammer (MCA)............ 15.8 
9. State Trooper (MCA)............- 15.7 
10. San Francisco Beat (CBS). 14.2 
11. Casey ee erened Gems)...... 12.8 
Be NS SIRENS. 6 occ dpe ain ws 500 40% 12.6 
13. Boots and Saddles (NBC). . 1225 
ee £ "YS err 12.5 
15. Sheriff of Cochise (NTA)........ 12.4 
16. Dr. Hudson's Secret Journal 
BEI) Ba SR eS Loar s Gaipny oe 12.3 
17. Annie Oakley (CBS)...... Ce 
17. Federal Men (MCA)............. 12.2 
> 8 Ug 8 Rar a 12.1 
20 Kit Carson (MCA)............--- 11.9 
TOP 20 AMONG MEN 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
1 Damon Runyon Theatre 
en ae 89 
2. Federal Men (MCA). ices tu nae 
2. Highway Patrol (Ziv). pl SE a 87 
4 City Detective _- a5 an see 
4. Dr. Christian (Ziv).............. . 86 
4. If You Had A Million (MCA)...... 86 
4. Martin Kane (Ziv).............--- 86 
4. Men of Annapolis (Ziv)............ 86 
>. 2. (eer 86 
10. Badge 714 (NBC)...........--+-+:- 85 
10. Captain David Grief (Guild)....... 85 
10. Code Three (ABC).............--+. 85 
10. Harbor Command (Ziv . 


10 Man Behind The Badge (MCA). . 


10. Racket Squad (ABC).............. 85 
16. Bishop Sheen ( Propagation of Faith) 84 
16. Mike Hammer (MCA)............. 84 
16. San Francisco Beat DED: kc ase eee 84 
16. Star And The Story (Official)...... 84 
20. Big Story (Official)................ 83 
20. Frontier (NBC) .........-----.-::: 83 
20. Frontier Doctor (Hollywood Tv).. 83 
20. Gray Ghost (CBS)................- 83 
20. Honeymooners (CBS) ...........--- 83 
20. I Led Three Lives (Ziv)........... 83 
20. Mr. District Attorney (Ziv)........ 83 
20. Silent Service (NBC).......... — | 
SD. Studio Si (EGA)... .. ne. ccccccccese 83 
ey SO  . eae ee 83 


TOP 20 AMONG WOMEN 
Women Per 
100 Homes 


Rank Show & ne Tuned In 


1. Eidewece (Guild) ..., 2.0. ceccccccees 

2. Bishop Sheen SE of Faith) 98 
fy RRR eer 97 
4 Honeymooners (CBS) ...........--- 95 
5. Dr. Christian (Ziv).............0. 93 
5. Federal Men (MCA).............-- 93 
5. If You Had A Million (MCA)...... 93 
8. Man Behind The Badge (MCA).... 92 
9. Frontier Doctor (Hollywood Tv).. 91 
9. Martin Kane (Ziv)..............-- 91 
9. Racket Squad (ABC)............... 91 


12. Damon Runyon Theatre 
(Screen Gems) 
12. Gray Ghost (CBS)... ...........00.- 
12. San Francisco Beat (CBS)........ 
15. City Detective (MCA) 
15. Dr. Hudson's Secret Journal (MCA) 
15. Frontier Doctor (NBC). 
15. Highway Patrol (Ziv)............-. 89 
15. Men of Annapolis (Ziv)............ 4 
89 


aeeses 


15. Mr. District Attorney (Ziv)........ 
15. Science Fiction Theatre (Ziv).... 
15. Silent Service (NBC) 


TOP 20 AMONG CHILDREN 


ids Per 
100 Homes 
Rank Show & Distributor Tuned In 
1. Popeye AAP) bet cc edad cme ee 105 
2. Looney Tunes RR Ree: 102 
3. Little Rascals (Interstate)......... 99 
ce fe 2 rea 97 
5. Jungle Jim (Screen Gems)......... 96 
6. Gene Autry—l Hour Series (MCA) 94 
y 3 Hopalons Cassidy—1-Hour Series 
on RE Bey eo ee ee 
7. Laurel and Hardy (Governor)..... 92 
9. Brave Eagle (CBS)........... oe 
9. Bugs Bunny (AAP)................ 89 
2 eA eee 87 
eS OG OO + ee eee 87 
13. Ramar Of The Jungle (TPA)...... 84 
13. Rocky Jones, Space Ranger 
ga ons saa ee 84 
15. Foreign Legionnaire (TPA)....... 83 
15. Joe Palooka (Guild)............... 83 
17. Sky King (Nabisco)............... 82 
18. Flash Gordon (Guild).............. 81 
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19. SNR) Queen Of The Jungle 
A 


Steere tain Se Bain e ab wis e'eea~ ek 80 
i oes ocak bones sve's sae 78 
30. Casey Jones (Screen Gems)........ 78 
TOP 10 ADVENTURE SHOWS 

National 

Rank Show & Distributor Average 
S  W. - 3 > * 
2. Highway Patrol (Ziv)............ 18.9 
eR Rs 18.6 
4. Silent Service (NBC)............ 15.9 
5. State Trooper (MCA). ee 
6. Casey Jones (Screen Gems)...... 12.8 
7. Federal Men (MCA)............. 12.2 
yy i+ eee 12.1 
9. African Patrol (Gross-Krasne). 11.3 
10. Harbor Command (Ziv).......... 11.1 
10. Martin Kane (Ziv)................ 11.1 


MEN’S AUDIENCE 


Rank Show & Distributor 
1. Federal Men (MCA)................ 87 
1 Highway Patrol (Ziv) 

3 Martin Kane (Ziv). SN RE 
3. Men of Annapolis OS Res ca 
3. Target (Ziv) 

3 Cuptain David Grief (Guild) 
6. 

6 





GQ . eC eee 
. Harbor Command (Ziv 85 
. Man Behind The Badge (MCA).... 85 


OD. See Gee CO. oc cece ec ccweee 83 
10. I Led Three Lives (Ziv)........... 83 
10. Mr. District Attorney (Ziv)........ 83 
10. Silent Service (NBC)............. 83 


WOMEN’S AUDIENCE 
Women Per 


100 Homes 
Rank Show & Distributor Tuned In 
i ees ob cra tne wade 97 
2 Federal Men (MCA)................ 93 


3. Man Behind The Badge (MCA).... 92 
4. Martin Kane (Ziv)................. 91 
eo) 2. ree 90 
6. Highway Patrol SST i 5 A 89 
6. Men of Annapolis (Ziv)............ 89 
6 Silent Service (NBC)............... 89 
9. Captain David Grief (Guild)....... 88 
10. Code Three (ABC) saa 
10. Count Of Monte Cristo (TPA)..... 87 
10. Harbor Command (Ziv)............ 87 
ee ££ | Ree 87 
TOP 10 DRAMA SHOWS 
National 
Rank Show & Distributor Average 
1. Dr. Hudson's Secret Journal 
SN a cice ok deh aw wicks as ese a6 12.3 
2. If You Had A TF (MCA). 9.9 
3. Studio 57 (MCA PAT eS Spe 9.7 
4 Dr. Christian (ziw) PVE 9.3 
5. Big Story (Official) 9.2 
6. Don Ameche Play Of The Week 
PEE. ee 9.1 
%. Star Performance (Official)....... 7.3 
8 My Favorite Story (Ziv)......... 3.8 
9 Reader's Digest (Telestar)....... 3.7 
10. Star And The Story (Official).... 3.5 
MEN’S AUDIENCE 
Men Per 
100 Homes 
Rank Show & Distributor Tuned In 
eS e ee | Seer 86 
1. If You Had A Million (MCA)..... 86 
3. Star And The Story (Official)...... 84 
4. Big Story (Official)................ 83 
eS SS rrr 83 
6. My Favorite Story (Ziv)............ 82 
6. Star Performance (Official)...... . 82 
8. Don Ameche Play Of The Week 
SUE, “atu: Cah ives cs ceakaWideakisan 81 
8. Dr. Hudson's Secret Journal (MCA) 81 
10. Byline (Alexander) falls ctns oe ¥es 71 





Pulse 


prefer to see a movie on television in 
the mid-evening (7:30-11 p.m.), that 
is, somewhere in the heart of network 
evening time. Here, it would seem, is 
an opportunity for every independent 
station in the country to perform a 
distinct public service and revitalize 
the nation’s 


(Continued from page 41) 


health—show movies in 
mid-evening. 

But many respondents, 22.6 per cent, 
prefer to see movies in the late eve- 
ning, while 5.0 per cent have no pref- 
erence at all. Another 10.3 per cent, 
however, have a very distinct prefer- 
ence—they want their movies in the 
early evening, before 7:30 p.m. 

The length of feature films varies, 
but almost all of them run much 
longer than the average tv show, and 
so make certain demands on _ the 
viewer. Question 7 asks: “Would you 
prefer to watch a movie program on 
television that lasted an hour, an hour 
and a half or two hours?” 

Preference here, according to re- 
sults of the Pulse study, is almost 
evenly split, with 37.1 per cent of the 
respondents in favor of an hour and 
one-half running time. Another 30.4 
per cent prefer two hours of film fare 
at a time. A total of 249, or 29.1 per 


cent of the respondents, preferred one 
hour. The rest—3.4 per cent—had no 
preference. 

Responses to this question indicate 
at least that the relatively long run- 
ning time of features on tv is not a 
deterrent to viewing. Over two-thirds 
of those interviewed preferred at least 

hour and one-half of feature-film 
running time. 

The breakdown of when the re- 
spondent last went out to a movie is 
extremely instructive and gives some 
indication of television’s impact on the 
box office. Of the respondents who are 
movie-goers, 36.3 per cent hadn’t been 
to a theatre in two months, and some 
had stayed away for over a year. 

Broken down, the figures show the 
following: 12.9 per cent had not been 
to a movie in two months, but less than 
three months; 6.7 per cent, three 
months, but less than six months; 1.6 
per cent, six months, but less than a 
year; one year or longer, 15.1 per 
cent; not certain, but over one month, 
5.1 per cent. 

The figures related to quality on 
television, time-slot preference and 
running-time preference support what 
every program manager suspects: give 
‘em good shows, programmed prop- 
erly, and you can keep ’em home. 














TELEVISION AGE 


rom all indications, spot business 
F:. and around local children’s pro- 
grams this fall will really be a large- 
scale operation. The kid shows, always 
a good showcase for candy, soft drinks, 
cereals, etc., are being invaded in full 
force by the toymakers. 

Perhaps influenced by the success of 
Ideal Toy Corp. and American Charac- 
ter Doll Corp., a number of manufac- 
turers intends to reach the moppets 
via tv. 

A paragraph in last issue’s Spot Re- 
port detailed the campaign set up by a 
manufacturer's representative for sev- 
eral toy companies whose individual 
budgets were too small to permit high- 
frequency schedules in many markets. 

Play-Skool Mfg. Co., which claims to 
be a tv pioneer, has been out of the 
medium for several years. The period 
of non-use was not caused by any dis- 
satisfaction, but rather because the 
company was doing capacity volume 
with very little advertising, due to its 
well-known name. Now, as part of an 
expansion program, it’s returning to 
the airwaves with spot schedules in five 
major markets. The campaign will re- 
portedly be the biggest in the com- 
pany’s history. . 

Another important maker of various 
games and toys who has used consid- 
erable tv schedules in past years has set 
up a fall spot campaign with an ex- 


penditure of roughly $35,000. Transo- 


a review of 
current activity 
in national 
spot tv 


gram’s spots will run on about 45 sta- 
tions covering 90 markets. 

The test schedules run by Greyshaw 
of Georgia for its Town & Country 
building blocks earlier this year evi- 
dently convinced the company spot is 
its best medium. Currently, it’s set- 
ting campaigns in 20 major markets, 
with plans to continue even after the 
holiday season. 

Newcomers to spot among the man- 
ufacturers this season are Vogue Dolls, 
Inc., Magic Mirror Movie-Record Co., 
Bar-Zim Toys and Emenee Industries, 
among others. Most of the companies 
intend to place their initial schedules 
in 5-10 top markets, with one “smaller” 
budget going as high as a reported 


$100,000. 





Marschalk & Pratt timebuyer Catherine 
Noble buys for Genesee Brewing Co. 
and Mennen products. 
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REPORT 


Also on the children’s front, action 
has begun in the past few weeks with 
the various candy concerns. In virtual- 
ly every instance, advertisers who have 
been using spot regularly intend to in- 
crease their fall budgets. 

Bonomo’s Turkish Taffy points to a 
350-per-cent increase; Chunky Choco- 
late is adding new markets; as reported 
last issue, Pez is also picking up mar- 
kets; ditto Quaker City Chocolate; a 
$1-million budget expansion program 
is contemplated for Hollywood Brands’ 
Milk Shake and Butter-Nut bars. It’s 


a sweet picture throughout. 


ANAHIST CO., INC. 
(Ted Bates & Co., Inc., N. Y.) 


Activity is under way for the coming cold- 
season schedules on the various Anahist 
products. Minute spots in virtually all of the 
country’s several hundred markets will begin 
running late next month. Chet Slaybaugh 

is the timebuyer. 


ARMOUR & CO. 
(Foote, Cone & Belding, Chicago) 


Hot on the heels of Dove, Praise and Zest 
comes this company’s new detergent-soap 
bar, GLAD. It’s reported testing via 
saturation spot in Rockford, IIL, and is 
probably in several other small markets. 
Gordon F. Buck is the media director 

and contact. 


BAR-ZIM TOY MFG. CO., INC. 
(Friend-Riess Adv., Inc., N. Y.) 


As itemized in last issue’s Tele-Scope, the 
initial spot campaign for this company is set 
to begin Sept. 1 in New York, Chicago, 
Cincinnati, Detroit, Philadelphia and 
Columbus. Live daytime minutes are being 
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&é timebuyer’s life is not all cock- 

A tail parties and Christmas pres- 
ents,” defends Jeane Jaffe. Miss Jaffe 
should know whereof she speaks, for she 
is very much a timebuyer, handling 
such accounts as Chemstrand, Polaroid 
cameras, Levy’s bread, Venus pencils, 
Thom McAnn shoes, Benson & Hedges 
cigarettes and Goodman’s soups and 
noodles at Doyle Dane Bernbach in New 
York. 

Her career began about eight years 
ago when she joined Joseph Katz as an 
ad checker. From there she went to J. 
Walter Thompson as assistant buyer and 
then became full buyer. Four years ago 
she went to Lennen & Newell, where 
she remained until March of this year 
when she came to DDB. 

Miss Jaffe likes advertising people. 
(“Let’s say something nice,” she says, 
“because I think everybody’s too criti- 
cal.”) “Everyone’s a little wacky, most 
are rather friendly, and the camaraderie 
is heightened by the fact that you meet 
people on a first-name basis.” 

On the other hand, Miss Jaffe’s 
pleasant and earnest acceptance of 
people doesn’t necessarily indicate blind 


muir PVs . ww tin. ae 





caatiasiatiiaamiaamaaiais —_ 

{ 

i 

| 

/ 

| 

| 

| 

; 

Sy 
acceptance of all people. “I am often 
criticized by my ‘lay friends,’ ” she ex- 
plains, *“alout some of the less noble as- 


pects of our business—poor program- 
ming, poor commercials and overcom- 
mercialization. Who can defend them? 
Not I. Granted, the industry as a whole 
is striving towards constant improve- 
ment and correction, but some seem to 
believe that people will watch anything, 
tolerate anything and forgive anything. 
The public should not be sold short; 
there are people who are selective and 
who want to be informed—not just 
amused. They deserve to be considered, 


” 


too. 








used in children’s shows. About $100,000 
will be spent to promote “Tap-A-Song” and 
“Likeable Louie” through the holiday season. 
Ed Rattner, tv-radio director, is the contact. 


CDR ROTORS 

(Friend-Riess Adv., Inc., N. Y.) 

This manufacturer of signal-pulling antenna 
rotors returns next month for its fall 
campaign in 40 markets throughout the 
country. Minute spots will run in Class A 
time. Due to the nature of the product, 
markets used are in fringe areas, near 
newly opened stations, etc. Ed Rattner, 
tv-radio director, is the contact. 


CHUNKY CHOCOLATE CORP. 
(Grey Advertising, Inc., N. Y.) 
Whereas this candy-maker used Foreign 
Legionnaire in about 18 markets last year, 
current fall plans call for using films 
selected market-by-market rather than a 
single-series buy. Additional markets are 
going to be added to those used previously: 
New York, Boston, Philadelphia, Baltimore, 
New Haven, Buffalo, Schenectady, 
Pittsburgh, Wilkes-Barre, Cincinnati, 
Cieveland, Detroit, Indianapolis, Chicago 
and Kansas City. Ken Allen and Dan Borg 


are the timebuyers. 


CITIES SERVICE OIL CO. 
(Ellington & Co., Inc., N. Y.) 


As has happened before, it was reported 
elsewhere that this oil company would be 
using 40 tv stations in a campaign for an 
anti-rumble gasoline. While true, the 
campaign does not represent new business. 
It’s merely a copy change on existing 
schedules. Dan Kane handles the tv buying. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 

The big spot campaign noted in June 2nd 
Tele-Scope as forthcoming to the New York 
area breaks this week for CONTINENTAL 
FLOOR WAX. About 500 spots per week 
will run on WCBS-TV, WRCA-TV, WPIX, WABC-TV 
and WABD, with filmed minutes, ID’s and 20’s 
used. Nearly 85 per cent of the area budget 
goes into tv. Doris Gould and Ben Pettick 
are handling the buying. 


CORN PRODUCTS REFINING 


(Donahue & Coe, Inc., N. Y.) 

Plans for the fall campaign on BOSCO 
were up in the air at press time, with 
decisions expected to be made by issue date. 
It’s reported there is a possibility the brand 
will return to spot schedules, after having 
used the ABC-TV network afternoon 
children’s strip for the past season. Evelyn 
Lee Jones is the timebuyer. 


CREOMULSION, INC. 

(Tucker Wayne & Co., Atlanta) 

The activity on this product, which was 
reported as forthcoming about six weeks 
ago, is now evidently starting, and will 
involve schedules in about 27 states and 135 
markets. The length of placements should 
be about 13 weeks. Ruth E. Trager is the 
timebuyer. 


D-CON CO. 

(Thompson-Koch Co., Inc., N. Y.) 
This maker of rat poisons has been using 
radio, but intends to enter tv spot soon, 
with films being made currently. Joe 
Granda is the timebuyer. 




































ARE DIFFERENT... 


They practically live on wheels. In the U. S. A. only 6 entire states (New York, Pennsylvania, Ohio, Illinois, 










; Texas, California) surpass Los Angeles’ Metropolitan area* in car registrations. SO 


KRCA! It’s the one TV station 


that’s geared to the life Angelenos lead. That’s why the SHELL OIL COMPANY used KRCA exclusively for their 
‘TV News campaign in automobile-riding Los Angeles. KRCA CHANNEL 4+LOS ANGELES-SOLD BY NBC SPOT SALES 


*Los Angeles and Orange Counties. Of course, KRCA sells in 2,300,000 homes in five Southern California counties. 
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triple play... 
TEE SSNGL 


Every month, Standard | 


| 


Rate’s Spot Radio and 
Spot TV books give you 
3-way use-traffic for 
your Service-Ads 


because — 


1. the map of your 


market, and 


2. the statistics on your 
market are there, 

right where they 
belong, with 


3. regular listings of 
rates and data. 


is gives you a 
great portunity to 


take advantage of the 
tripled use-traffic with 
your Service-Ads in 
appropriate positions 
near your market data 


and near your listing. 





Ng Bh 


Standard Rate & 
Data Service, Inc. 








E. I. DU PONT DE NEMOURS & 
Cco., INC. 

(BBDO, New York) 

This company’s orlon-wool jersey campaign 
gets under way this month in connection 
with local department stores and various 


| makers of dresses, suits and children’s 


clothing. Schedules of minutes will be set 


| for brief runs in about 15 top markets, 


including New York, Chicago, Los Angeles, 
Baltimore, Buffalo, Cleveland, Dallas, 
Detroit, San Francisco, Philadelphia, 
Minneapolis-St. Paul and Washington, D. C. 
Trow Elliman is the timebuyer. 


| EMERSON DRUG CO. 


(Warwick & Legler, Inc., N. Y.) 

The current schedules for BROMO 
SELTZER expired the first of the month, 
and the brand will be off the air throughout 
August. Next month, however, schedules will 
begin again and continue through December 
in the major markets, in about the same 
frequencies used through the summer. 

Joe Hudack and John Hughes are the 


| timebuyers. 


GILLETTE RAZOR CO. 
(Maxon, Inc., N. Y.) 


At present, the company is using local 


| cut-ins on its network programs in Erie, 


Phoenix, Albuquerque and Evansville in a 
test for a new razor. There is a slight 
possibility spot will be used in further 


| promotion. Ray Stone is the timebuyer. 


GOLD MEDAL CANDY CORP. 


| (Emil Mogul Co., Inc., N. Y.) 


| Activity has begun on the fall campaign 


for BONOMO Turkish Taffy, and the 


auannaene 





company reports schedules have been 
expanded some 350 per cent. California 
markets have been added, and the product 
is now coast-to-coast. Joyce Peters is the 
timebuyer. 


GREYSHAW OF GEORGIA 
(Lee-Stockman, Inc., N. Y.) 

This maker of TOWN & COUNTRY 
building blocks ran a test campaign in 
New York and a few other markets last 
spring with such successful results that 

it’s expanding greatly for fall. October- 
through-December schedules will be placed 
in 20 top markets in kid shows, and present 
plans call for a return to most of the 
markets early next year. E. Louis Figenwald, 
tv director, is the contact. 


GULF OIL Co. 

(Young & Rubicam, Inc., N. Y.) 
Next month will see the kick-off on Gulf’s 
fall campaign in upwards of 50-60 markets, 
with schedules set for 13 weeks. Night 
minutes and 20’s will run in both major and 
minor areas. Frank Grady, assisted by John 
Warner, handles the buying. 


ROBERT HALL CLOTHES 
(Frank B. Sawdon, Inc., N. Y.) 


Additional word on the chain’s fall plans: 
new stores planned in Ann Arbor, Jackson 
(Mich.), Battle Creek, Muskegon, Elgin 
(Tii.), Ft. Wayne, Indianapolis, Muncie, 
Lima and East Hartford (Conn.) should 
mean new spot schedules in those markets. 
Also, activity is going to be stepped up to 
an all-time high in New York, Chicago, 
Detroit, Baltimore, Washington and Los 
Angeles. 110 stations will be used in the 
campaign. Jerry Bess is the contact. 





DANIEL KINLEY has been ap- 
pointed manager of the planning re- 
search and media division of McCann- 
Erickson, New York. He was formerly 








associated brand promotion manager 
of the food division of Procter & 
Gamble and was associated with that 
company for 11 years. 


ELENORE SCANLAN, formerly 
timebuyer at BBDO, New York, has 
joined Street & Finney, that city, as 
buyer on Colgate’s Florient. 


SAM GILL, recently named vice 
president in charge of media at Fletcher 





Personals 


D. Richards, New York, will function 
as director of both the media and re- 
search departments. 


JOHN GALLOWAY is replacing 
TONI PEARSON as timebuyer at 
Alvin Epstein Advertising in Washing- 
ton, D. C. Mr. Galloway was previously 
an associate of Jock Laurence’s Wash- 
ington News Network. 


THOMAS HARDY, who had been 
senior timebuyer at Donahue & Coe, 
New: York, has joined the radio sales 
staff of Avery-Knodel, that city, and 
will be handling national sales. No re- 
placement for Mr. Hardy has been an- 
nounced. 


GENE ACCAS, associate media di- 
rector at Grey Advertising, New York, 
has become engaged to Sandy Sher- 
rard, formerly of the Television Bu- 
reau of Advertising, that city. 


MORT REINER, media supervisor 
at Product Services, New York, has 
left to become full timebuyer at Hicks 
& Greist, same city. He'll be buying 
on Taylor-Reed, Stahl-Meyer, Dixie 
Cup, Spratts dog food and Lewyt. 
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. Silent Service (CNP) wsw-tv Sat. 25 
. State Trooper (MCA) Kyw-Tv Tue. 9:30 ....23. 
20 


. Gunsmoke WJwW-TV 


. Red Skelton wsJw-Tv 


. What’s My Line? KoIn-tv 
- Maverick KGw-Tv 
. Gunsmoke KOIN-TV 
- Disneyland kKow-Tv 


- Loretta Young Presents KptTv 
. Perry Mason KOIN-TV 


CLEVELAND 
3-Station Market 
TOP SYNDICATED FILMS 


10:30 .... 


oun 


The Honeymooners (CBS) Krw-Tv Tue. 10:30 


. Death Valley Days (Pacific-Borax) 


EYW-TV Tha, Tocccccccccccsscccececccess 19.6 
. Frontier Doctor (H-Tv) Krw-Tv Mon. 7 ....18.6 
. Popeye (AAP) Krw-tTv M-F 5:30 ......... 16.6 
. Sheriff of Cochise (NTA) Kyw-Tv Wed. 7 ....14.7 
. Union Pacific (CNP) Krw-Tv Wed. 10:30 ....13.1 
. Highway Patrol (Ziv) wsw-Tv Tue. 7 ...... 12.8 
. Code 3 (ABC) wews Tue. 10:30 .......... 11.7 
. Public Defender (Interstate) wews Thu. 10:30 11.6 
2. Studio 57 (MCA) Krw-tv Fri. 7 ..........- 11.2 
3. Sea Hunt (Ziv) wyw-Tv Fri. 7 ..........0. 10.9 
. Harbor Command (Ziy) Kyw-Tv Sat. 10:30 ..19.6 

Target (Ziv) wsw-Tv Tue. 10:30 ......... 9.1 

Kit Carson (MCA) wrews Sun. 6:30 ....... 9.1 

TOP FEATURE FILMS 

Academy Award Theatre Krw-TY 

Sun. 10230-12215 a.m. ..... cece ecccerees 18.0 

Home Theatre Kyw-Tv Sat. 11-1:30 a.m. ....13.5 

Starlite Theatre wsyw-tTv Fri. 11:15-1:45 a.m. 11.5 

Best of Hollywood Krw-Tv Thu. 11:15-1:15 a.m. 10.0 
. Best of Hollywood Kyw-Tv Fri. 11:15-1:45a.m. 9.9 


TOP NETWORK SHOWS 


Loretta Young Presents KYW-TV 
Tales of Wells Fargo KYw-Tv 
Restless Gun KYW-TV . 
Suspicion KYW-TV 
Wyatt Earp wews 
Twenty-One KYW-TV 





Perry Como KYW-TV ‘ 
. Alfred Hitcheock Presents WJW-TV ........++ 28.8 
PORTLAND, ORE. 
3-Station Market 
TOP SYNDICATED FILMS 

State Trooper (MCA) KGw-tTv Tue. 7 ...... 23.1 
Sea Hunt (Ziv) KGw-TV Mon. 9:30 ........ 22.7 
. Highway Patrol (Ziv) KGw-Tv Mon. 10 ..... 22.7 
Target (Ziv) KOIN-TV Tue. 9:30 ........+. 21.2 
Death Valley Days (Pacific-Borax) 

WOrw-SV Bat. SsBO .nccccccccccccsccecess 20.4 
Sheriff of Cochise (NTA) KOIN-TV Fri. 9 ....18.5 
Harbor Command (Ziv) KGw-Tv Sat. 9 ...... 17.9 
Gray Ghost (CBS) KOIN-Tv Thu. 7 16.9 
26 Men (ABC) Kew-Tv Sat. 9:30 ........ 15.6 
Hawkeye and Last of Mohicans (TPA) 

KGW-TV Tue. 6 cccccccccccccccccccccs «+148 
Sky King (Nabisco) KGw-Tv Mon. 6 ........ 14.0 
Silent Service (CNP) KGw-Tv Wed. 7:30 ....13.8 
Decoy (Official) KPTV Fri. 9 .......... o- 11.9 
Playhouse (ABC) KOIN-TvV Tue. 6:30 ...... 11.9 
The Honeymooners (CBS) KGw-Tv Sun. 6 ....11.3 


TOP FEATURE FILMS 


. Big Show KGw-tv Fri. 8:30-10:30 p.m. ....18.2 
- Movie of the Month Kptv Wed. 10-12:30 a.m. 11.3 


- Showtime On 6 KOIN-TV Thu. 10-12 m. ...... 10.4 
Showtime On 6 KOIN-TV Sun. 10-11:30 p.m. .. 9.2 
Showtime On 6 KOIN-TV Sat. 9:30-12:45 a.m. 8.5 


TOP NETWORK SHOWS 


Se COD 5 0 0c5 ci éccovevedounnes 


Tombstone Territory KGW-TV 
Sugarfoot KGW-TV 


Pat Boone KGw-Tv 





1. Death Valley Days (Pacific-Borax) kKrca Thu. 7 15 
2. Highway Patrol (Ziv) KTTv Mon. 9 ........ 14 
3. 26 Men (ABC) mrca Mon. 7 ..........-+-- 14 
4. Sheriff of Cochise (NTA) KTTV Sat. 7:30 ....13 
5. Sea Hunt (Ziv) KTTV Mon. 7:30 ........ 12 
6. San Francisco Beat (CBS) xTtv Sat. 9:30 ...11. 
7. Whirlybirds (CBS) KuJ-tTv Mon. 7:30 ..... 11 
8. Harbor Command (Ziv) KTTV Mon. 9:30 ... 9. 
9. State Trooper (MCA) KHJ-TV Mon. 8 ® 
9. The Heneymooners (CBS) KENXT Thu. 7 ...... 8 
10. Studio 57 (MCA) KTTv Sat. 8 ............. & 
11. Men of Annapolis (Ziv) KNxT Thu. 7:30 .... 7. 
12. Frontier Doctor (H-Ty) ETtv Sat. 7 ........ 7. 
13. Target (Ziv) KTTV Mon. 8:30 ..... — 7 
14. Highway Patrol (Ziy) ETrv Fri. 7:30 ...... 6. 
TOP FEATURE FILMS 

1. Fabulous 52 KNXxT Sat. 10-12 m. ........... 18. 
2. Colgate Theatre KTTV Fri. 8-10:30 p.m. ....10 
3. Channel 9 Movie Theatre KuJ-TV 

Bem, O-20265 Bm. ccccccoccccccsccecess = 
4. First Show KTTv Mon. 10:30-12 m. ....... 5. 
5. Big Hit Movies KNxT Wed. 10:30-12 m. .... 5 

TOP NETWORK SHOWS 

1. Gunsmoke ENXT 
2. Wagon Train KRcA 
3. You Bet Your Life KRcoa .... ih deem mt 29 
4. Father Knows Best KRCA .........-.2-+-e005 28. 
C. Ge RE nbc cccccgeccsssecsseves 27 
©. Dame GHD GGA cccccccccccesecssnvscaes 27 
7. Have Gun, Will Travel KENXT ......... soll, 
8. Alfred Hitchcock Presents KNXT .......... -26 
OO, Ge Be BD. ccc scpeccescsescccsesese 26 
9. Tales of Wells Fargo KRCA ........-..0++++ 26 


1. Harbor Command (Ziv) wuer-tTv Sat. 9:30 ..36 
2. State Trooper (MCA) woo-Tv Tue. 9:30 ....36 
3. Sea Hunt (Ziv) woo-Tv Wed. 9:30 ......... 31. 
4. Highway Patrol (Ziv) woo-rv Mon. 10 ......29 
5. Whirlybirds (CBS) woc-tv Sun. 9:30 ...... 28 
6. Mike Hammer (MCA) woo-Tv Thu. 10 ...... 25 
7. Sheriff of Cochise (NTA) wWHBF-TvV Wed. 10 . .23. 
8. Boots and Saddles (CNP) woo-tTv Thu. 9:30 ..21 
9. Target (Ziv) WHBF-TV Tue. 9:30 .......... 17 
0. 26 Men (ABC) wuer-tv Fri. 10 .......... 17 
11, Silent Service (CNP) woc-Tv Sat. 10:30 ....17 
2. Sky King (Nabisco) wupr-tv Thu. 6 ....... 15 


13. My Little Margie (Official) wupr-tv M-F, 12 n. 14. 
14. My Little Margie (Official) wuer-ty Tue. 6 .12. 


LOS ANGELES 
7-Station Market 
TOP SYNDICATED FILMS 








QUAD-CITY (Rock Island, Il.; 
Davenport, Ia.) 


2-Station Market 
TOP SYNDICATED FILMS 


15, Annie Oakley (CBS) wuer-tv Wed. 6 .. 11 


~ 


~ 


) 


TOP FEATURE FILMS 


. First Run Theatre woo-tv Sun. 10:15-12 m. .21 


2. Saturday Night Theatre woo-Tv 








Gee. BESRE-EBSS GM. coccederccvccccceces 13 
3. Movie Matinee woo-Tv Thu. 12:30-1:30 p.m. .13 
4. NBC Matinee Theatre woc-Tv Tue. 2-3 p.m. ..12 
5. NBC Matinee Theatre woc-Tv Thu. 2-3 p.m. 12 

TOP NETWORK SHOWS 

1. Gunsmoke WHBF-TV 

2. Have Gun, Will Travel WHBF-TV ............ 48 
3. Tales of Wells Fargo woc-Tv .............. 46 
©, Medians Gas WOOSE cc ccesccccsccccccecsses 45 
GS. Wangan. Beste WOOCG cccccccccccscccccens 44 
6. The Californians WOO-TV ...........-.+++- 43 
7. Father Knows Best WOO-TV ............++.+ 41 
8. Loretta Young Presents woc-TV ...........- 39 
9. Danny Thomas WHBF-TV ..........--00e0+: 39 
©. Wyatt Tie WHRREE os ccc ccccscccccccevse 36 
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- Sheriff of Cochise (NTA) 
. State Trooper (MCA) 
- Sea Hunt 

. Badge 714 . 
. Highway Patrol (Ziv) kpuo-ty Fri. 9 ....... 
. Highway Patrol 
- San Francisco Beat (CBS) Koot-Tv Tue. 
. Death Valley Days 


. Academy Theatre KVAR Tue 
. Academy Theatre KvaAR Fri. 
- Academy Theatre KvaR Sat 


. Cheyenne KTVK 
. Chevy Show Kvar . 
. Welk’s Top Tunes KTVK 


oe 


. Nightwatch KAKE-tTv Wed. 
. Best of Hollywood KAKE-Tv Sat 


eoennaue un 


PHOENIX 
4-Station Market 
TOP SYNDICATED FILMS 


KOOL-TV Tue 
KVAR Mon. 9:30 
(Ziy) KvaR Thu. 9:30 
(CNP) KvaRn Wed. 9:30 
(Ziv) KPHO-TV Tue. 9:30 
(Pacific-Borax) 

KPHO-TY Fri. 9:30 


. Harbor Command (Ziv) KPHO-TVY Mon. 8:30 
. Dr. Hudson’s Secret Journal (MCA) 


BVAB Bum. DO .nccccccccccccccccccccceces 
Men of Annapolis (Ziv) KPHO-TVv Tue. 8:30 
Annie Oakley (CBS) Koo.-Tv Fri. 6 
Gray Ghost (CBS) KPpHO-TV Wed. 9 
The Honeymooners (CBS) KooL-TY Mon. 9 
Crunch and Des (NBC) KkTvK Thu. 6 


TOP FEATURE FILMS 


. Million Dollar Movie KooL-TY 


Sat. 10:30-12:30 a.m. 


. Sunday Matinee KOOL-TV 


Sun. 12:45-2:30 p.m 2% 
10-11 
10-12 m 
10-11:45 p.m. 


TOP NETWORK SHOWS 


30 am 


. Gunsmoke KOOL-TV 


Have Gun, Will Travel KooL-Tv 
Perry Mason KOOL-TV 

Perry Como KVAR 

Maverick KTVK 
Wagon Train KVAR 
Lawrence Welk KTVK 


WICHITA 
3-Station Market 
TOP SYNDICATED FILMS 


Highway Patrol (Ziv) KaRD-Tv Tue. 9:30 ... 
(Ziv) KAKE-Tv Thu. 8:30 ... 
Death Valley Days (Pacific-Borax) 

KAKB-TV Pri. 9:30 ......-.cceeeeees 
Union Pacific (CNP) Karp-TvY Wed. 9:30 
Mike Hammer (MCA) KAKE-TV Thu. 9:30 
Bugs Bunny (AAP) KAKBE-TY Thu. 6 
Harbor Command (Ziy) KAKE-TY Mon. 9:30 
Shenna, Queen of the Jungle (ABC) 


KAKE-TV Mon. 6 .........++- : 
. Sky King (Nabisco) KAke-TV Thu. 9:30 
. Badge 714 (CNP) KaRrpD-TV Mon. 10:15 


Little Rascals (Interstate) 


KAKB-TV M-F 12:15 ae ° 
Whirlybirds (CBS) Karp-Tv Sun. 9:30 ... 
Silent Service (CNP) KAkE-tTv Wed. 9:30 
San Francisco Beat (CBS) Kanp-trv Wed. 10:15 
Frontier Doctor (H-Ty) Karp-tv Thu. 10:15 


TOP FEATURE FILMS 


. Warner Bros. Premiere KAKE-TV 


Tue. 8:30-10 p.m. ....... 
Hollywood Film Theatre KAKE-TV 
Sun. 8-10 p.m. ......... 
10:30-1:30 am 
10:30-1 a.m, 


11-12:45 a.m 


TOP NETWORK SHOWS 


Wyatt Earp KAKB-TV 
Gunsmoke KTVH 
Real McCoys KAKE-TV 


Late Date KTVH Sat. 


. Sugarfoot KAK»E-TV 


Zane Grey Theatre KTVH 
Restless Gun KARD-TV 
Broken Arrow KAKBE-TV ; 
Tales of Wells Fargo KARD-TV 
Have Gun, Will Travel KTvVH 


. I've Got a Secret KTVH 


August 11, 1958, Television 


-11, 
-11. 


-1l. 
-10 


34.3 
. 33 


-28 
. 25. 


.24 


-29 





ernwus. a 
vwawnwanwua 


~ 
“oa 
os 


12. 
11 
11. 


—~- 


“on 


11 


11 


we eo 


36. 


w 


33 
32. 
32. 


25 


che eew eo ww be 


~ ~ ~ tw 
rr) a oe ¢ 2 
oh wwa ee2aace a 


- 
to 
~ 


~ 
~ te 


aad : 
oe @ 


-- 
os 
+ 


wo 
no 


oanw wes 4 4 


DAVID KAHN CORP. 
(Philip Klein Adv., Inc., Phila.) 


There will be some spot activity shortly in a 
pre-school drive for WEAREVER pens and 
pencils. Expenditures reportedly will be 
double what they were last year. Paul 
Philips is the timebuyer. 


LANVIN PARFUMS, INC. 


(Dowd, Redfield & Johnstone, Inc., 
| ee. 

This account recently divided its print and 
tv advertising between two new agencies, 
with DR&J assigned to the air media and 
Wesley Associates, Inc., handling print. Les 
Biumenthal, account executive, notes that 
ARPEGE and MY SIN intend to stay with 
the policy of using ID’s as in the past, and 
that the line-up of stations will be increased 


this fall for the holiday drive. Harry Torp, 
media director, is the contact. 


Vv. LA ROSA AND SONS, INC. 
(Hicks & Greist, Inc., N. Y.) 

The newly appointed agency has begun to 
place its initial schedules for the food 
processor, with some four-week runs of 
ID’s set in New York, Philadelphia and 
Hartford. The spots are on currently. 
Vince Daraio is the timebuyer. 


LEVER BROS. 

(Cockfield, Brown & Co., Lid., 
Montreal) 

A campaign described as the “heaviest 
Canadian campaign” ever used by Lever is 
getting under way for EXTRA, a new blue 
detergent boasting a free dish in each 
package. Tv spot will be used in major 


the Beaumont-Port Arthur-Orange 

market is 84th in the Nation® . . 4th in 
Texas.* And KFDM-TV delivers 

this entire area of over 1 million prosperous 
Texas buyers. If you’re looking for 

Food Sales . . . Buy . .. KFDM-TV in 
Beaumont-Port Arthur-Orange. 


CBS 


KEDM 


_ 


SEE PETERS-GRIFFIN-WOODWARD, INC. 


~ 


. M. Survey of Buying Power, 1958 
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SEP ea cdl ce 
Ed Papazian, timebuyer at Gray & 
Rogers, Phila., handles schedules for 
R&R Boned Chicken and Lee Tires, 


among others. 


Canadian markets. E. W. Box is the 
chief timebuyer. 


P. LORILLARD CO. 

(Lennen & Newell, Inc., N. Y.) 

It’s understood Lorillard is adding schedules 
of night minutes and 20’s to run this month 
and next in scattered markets. All brands— 
OLD GOLD STRAIGHTS, KENT and 
NEWPORT—-will benefit by some of the 
additions. Bob Kelly and Frank Howlett are 
the timebuyers. 


MAGIC MIRROR MOVIE & 
RECORD CO. 

(Lee-Stockman, Inc., N. Y.) 

Joining the parade of toymakers into tv 

spot for the holiday season is this maker 

of children’s records-with-animated-figures. 
It plans to start schedules in October in 

10 major markets, using live and film 
announcements in children’s shows. E. Louis 
Figenwald, tv director, is the contract. 





ABC Film Abroad 


ABC Film Syndication is active 
in the following foreign tv mar- 
kets: Argentina, Austria, Aus- 
tralia, Belgium, Brazil, British 
West Indies, Canada, Cuba, El 
Salvador, France, Great Britain, 
Guatemala, Hawaii, Iran, Iraq, 
Italy, Japan, Mexico, Puerto Rico, 
Saudi Arabia, Spain, Sweden and 
Venezuela. 

Properties sold in these markets 
include: 26 Men, The People’s 
Choice, Code 3, Wyatt Earp, Racket 
Squad, Sheena, Queen of the 
Jungle, Passport to Danger, Doug- 
las Fairbanks Jr. Presents, Herald 
Playhouse, The Playhouse and 
The Three Musketeers. 

This information is to correct 
the listing which appeared in con- 
nection with “Wide Wide Tv 
World” (tv ace, July 14), which 
was partially in error. 

















Weekly live: CBS-TV; 9:30-10 p.m. 
EDT Tue. Opposite Bob Cummings 
Show (NBC-TV), Pantomime Quiz 
(ABC-TV). On television (NBC-TV) 
1951, on CBS-TV since Sept. 1953. 
Cast: Red Skelton, guest stars. 

Sponsors: S. C. Johnson & Son, 
Inc.; Pet Milk Co.; on an alternate- 
week, major-minor basis. 

Estimated 1957 Pet Evaporated and 
Pet Instant Milk network cumulative 
gross time cost for the show: $1,537,- 
905; Pet evaporated milk 1957 spot ex- 
penditure: $9,770; Pet Instant Milk 
1957 spot expenditure: $4,280. Robert 
Piggott, director of advertising. Gard- 
ner Advertising, Pet Milk agency. 
Champ C. Humphrey, account super- 
visor; Mary Howard, chief network 
buyer. (Pet Milk also sponsors The 
Edge of Night, CBS-TV, 3:30-4 p.m. 
M-F). 

Estimated 1957 S. C. Johnson cumu- 
lative network gross time cost for the 
show: $1,370,730; S. C. Johnson 1957 
spot expenditure: $38,150. Douglas L. 
Smith, advertising director. Foote, Cone 
& Belding, S. C. Johnson agency of rec- 
ord. (Needham, Louis & Brorby and 
Benton & Bowles, also handling John- 
son products, participate in show.) Bill 
Belsie, account supervisor. (S. C. John- 
son also sponsors Zane Grey Theatre, 
CBS-TV, 7:30-8 p.m. Fri.; Derringer, 
CBS-TV, 8:30-9 p.m. Thu.) 





Program Profile . . . . . THE RED sKeLTON sHow 





Cecil Barker, 


Production: 
ducer; Seymour Berns, director; How- 
ard Quinn, associate director; music 


pro- 


conductor, David Rose. Estimated 
weekly production cost: $50,000 net; 
weekly network time gross cost: $67,- 
000-$68,000. For Pet Milk on 109 live 
stations and 61 repeat; for Johnson on 
87 live stations and 14 repeat. 

Ratings: Mid-June Nielsen: 27.4, 
which made it a sixth-rated show. 

Format: Comedy skits. Caricatures 
which include Freddie the Freeloader, 
country bumpkin Clem Kadiddlehop- 
per, Cookie the bluejacket, San Fer- 
nando Red, a politician, and Deadeye, 
a western gunfighter. Mr. Skelton just 
signed a new five-year exclusive con- 
tract with CBS-TV and will continue 
under the same sponsorship—adequate 
testimonial to general satisfaction with 
the show. 





MORTON FROZEN FOODS DIV., 
Continental Baking Co., Inc. 
(Ted Bates & Co., Inc., N. Y.) 

It’s understood this company has begun 
placing schedules for fall. Last year, it used 
about 70 markets with day and night 

minutes set for August-through-December 
runs. Bob Gruskay is the timebuyer. 


NORGE DIV. BORG-WARNER 
CORP. 

(Donahue & Coe, Inc., Chicago) 

It’s reported the agency intends to place 
schedules in scattered markets for eight-week 
runs beginning the middle of next month. 
Minute spots will be used. Mary Petr, 

media manager, is the contact. 


OMAR BAKERIES 

(Bozell & Jacobs, Inc., Chicago) 
The agency has just been retained to 
handle this account and is presently 
planning spot campaigns in Columbus, 
Indianapolis, Milwaukee and Omaha, where 
the bakery has branches. Alvin D. Reiwitch, 
account supervisor, is the contact. 


ORIGINAL CRISPY PIZZA 
CRUST CO., INC. 

(Ben B. Bliss Co., Inc., N. Y.) 

This agency had intended an introductory 


kick-off for this frozen-food product in 
mid-June, but decided to wait until after 
Labor Day to set schedules. Some revisions 
are currently being discussed, but the basic 
plan is still to set minutes, 20’s and ID’s in 
New York, Boston, Chicago, St. Louis and 
Los Angeles. Gary Zucker is the timebuyer. 


PAPER MATE Co. 

(Foote, Cone & Belding, Chicago) 
As customary, a $1-million budget has been 
set up for the fall back-to-school drive on 
this maker’s pens, with video spot in 
scattered markets part of the campaign. 

M. H. Schwartz is the agency contact. 


PLAY SKOOL MFG. CO. 
(Friend-Riess Adv., Inc., N. Y.) 
This toymaker, a pioneer in video 
advertising, but out of the medium for 
several years, returns this fall with spot 
schedules on Hi, Mom in New York, Ding 
Dong School in Chicago, Popeye in 
Milwaukee, Willie Wonderful in Atlanta 
and another children’s show on WFIL-TV 
Philadelphia. The campaign, described as 
the company’s “biggest,” will run from 
September through December. Ed Rattner, 
tv-radio director, is the contact. 


PRINCE MATCHABELLI, INC. 
(Morse International, Inc., N. Y.) 
This company has reportedly allocated $1 


million for its fall budget and intends to 
put an emphasis on tv. Although 50 
radio-tv markets are understood being 
considered, the number of tv markets was 
not definite at press time. There definitely 
will be video spot for the P-M and 
SEAFORTH lines in a pre-Christmas 
campaign. Raymond McArdle is the 
timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 
In line with the fall moves made by other 

G brands over the past few weeks, it’s 
reported CAMAY is currently looking at 
avails for minute and 20-second spots in 
various markets. Media supervisor Gus 
Pfleger is the contact. 


RALSTON-PURINA CO. 

(Guild, Bascom & Bonfigli, Inc., 

San Francisco) 

It’s reported that tv spots in about 65 major 
cities will be used to back an introductory 
drive for a new 18-oz. size of WHEAT 
CHEX cereal. Marcelee Sanders is the 
timebuyer. 


SANDURA CO., INC. 

(Hicks & Greist, Inc., N. Y.) 
Some new activity for fall is reported for 
SANDRAN floor coverings. The company 
customarily uses filmed minutes in top 
markets during the day. Vince Daraio is 
the timebuyer. 


SCHICK, INC. 
(Benton & Bowles, Inc., N. Y.) 


A spot campaign in a “sizable” number of 










LOWEST COSTN 
PER-THOUSAND 


KTRK-TV, channel 13 
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14th 
U.S. 
MARKET 





WGR-TV now leads all Buffalo stations with 
the largest share of the viewing audience 
from sign-on to sign-off seven days a week. 
Source: ARB. ABC Affiliate. Call Peters, 
Griffin, Woodward for availabilities. 


WGR-TV 


ABC CHANNEL 2 


BUFFALO 


SYMBOL OF SERVICE 


A TRANSCONTINENT STATION 
‘ WROC-TV, Rochester ¢ WGR Radio, WGR-TV, 
“f Buffalo « WSVA Radio, WSVA-TV, Harrisonburg 








WEST TEXAS TELEVISION NETWORK 








KDUB-TV | 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 
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Morris Kinnan, of the tv-radio depart- 
ment at Needham, Louis & Brorby, 
Chicago, has joined the agency's New 
York office as production supervisor. 


major markets will get under way shortly 
for the new Lady Schick FUTURA and 
men’s POWERSHAVE electric razors. 
Dealers will also be placing some local spot 
in cooperative arrangements. Sam Haven 

is the agency timebuyer. 


SCRANTON BATTERY CORP. 
(Adrian Bauer & Alan Tripp, Inc., 
Phila.) 

It’s reported this concern will be using 
considerable tv spot to introduce its new 
CELLOMATIC automobile storage battery. 
Elmer Jaspan, tv-radio director, is the 
contact. 


W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 


The back-to-school campaign for various 
models of this company’s pens will run 
primarily in magazines, but selected 
markets will get spot schedules as 
supplementary action. Hal Davis is the 
timebuyer. 


TONI CO., Div. of Gillette Co. 
(Clinton E. Frank, Inc., Chicago) 
Some spot activity is understood being 
lined up for this brand’s new PINK 
PAMPER shampoo. The schedules should 
start early next month. Helen Davis is the 
timebuyer. 


TRANSOGRAM, INC. 

(The Wexton Co., Inc., N. Y.) 

As noted last issue, this toy manufacturer’s 
fall campaign gets under way shortly in 
about 90 markets. Schedules will run over 
two-six weeks, with most markets averaging 
about five spots, although Milwaukee gets 
144, Baltimore 120 and Los Angeles 25. 
Stations tentatively set to be used are 

wasp New York, wsx3 Chicago, KTTv Los 
Angeles, wuc Pittsburgh, wxyz-tv Detroit, 
Kco-Tv San Francisco, WMAL-Tv Washington, 


KWK-TV St. Louis, wBAL-TV Baltimore, KMSP- 


tv Minneapolis, witt-tv Milwaukee, wer-Tv 
Buffalo, wLw-t Cincinnati, KTRK-Tv Houston, 
KFJz-TV Dallas, wLw-a Atlanta, KTVW 
Tacoma, Kptv Portland, Ore., KMBC-TV 
Kansas City, Krsp-tv San Diego, wrtv 
Bloomington, wLw-c Columbus, WNHC-TV 
New Haven, wrMJj-Tv Youngstown, WLW-D 
Dayton, wrcs Albany, wroc-tv Rochester, 
KOMo-Tv San Antonio, wspp-tv Toledo, 
wtar-Tv Norfolk, wmct Memphis, WFLA-TV 
Tampa-St. Petersburg, wast Birmingham, 
Koco-Tv Oklahoma City, KpHo-tv Phoenix, 
KMTV Omaha, WHEN-TV Syracuse, WRVA-TV 
Richmond, wstr-tv Knoxville, ktvt Salt 
Lake City, KrEM-Tv Spokane, wol-Tv Ames 
and KATv Pine Bluff, Ark. Adrian Price, 


account executive, is the contact. 





VANITY FAIR PAPER MILLS, 
INC. 


(Paris & Peart, Inc., N. Y.) 


A new campaign is in the works for this 
firm’s VANITY FAIR facial tissues. 
Animated films will be placed in a reported 
10 eastern markets. Starting date should 

be late this month. Assistant media director 
Virginia Burke is the contact. 


VICK CHEMICAL CO. 
(Morse International, Inc., N. Y.) 


Although reported this company plans a 
return to radio this fall, it still intends to 
be strong in tv spot. Word on definite 
markets and activity was not available at 
press time, but schedules on cough drops 
and other products should start late next 
month or early in October. Raymond 
McArdle is the timebuyer. 


VOGUE DOLLS, INC. 


(James Thomas Chirburg Co., Inc., 
Boston) 


The agency has just acquired this 
miniature-doll account and has “immediate 
plans for a full-fledged tv campaign.” The 
“heavy” campaign will start this fall and 
be continued next year. Jackson L. Parker, 
media director, is the contact. 


WESTGATE-CALIFORNIA TUNA 
CANNING CO. 


(Guild, Bascom & Bonfigli, Inc., 
San Francisco) 


Fall activity is reported in the works for 

BREAST O’ CHICKEN tuna in the 

product’s usual major markets from Missouri 

to the Pacific. There had been rumors that 

the account might change agencies, but these 4 
apparently were groundless. Marcelee 

Sanders is the timebuyer. 


WHITE KING SOAP CO. 
(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., Los Angeles) 


New activity for fall is reported for this 
company, with schedules getting set in 
Colorado Springs and Reno for an early 
September start. Other western markets 
should be getting schedules of about three 
weeks in length. Muriel Bullis is the 
timebuyer. 


















News (Continued from page 25) 
home circulation rose 40 per cent from 
1954 to 1957, the time cost of NBC-TV’s 
line-up of interconnected stations (151 
in 1954, 179 in 1957) went up only 29 
per cent. (A sidelight to this trend is 
the fact that NBC-TV’s time costs rose 
only three per cent last year, while 
television homes increased nine per cent 
—an indication, says the booklet, that 
recent increases in time costs are lag- 
ging behind recent strides in audience 
potential. ) 

The network estimates that over-all 
costs—that is, time plus program— 
from 1954 to 1957 increased only 38 
per cent, as against the over-all 40 per 
cent circulation rise. 

In this same three-year period, the 
network television advertisers enjoyed 
an ]1-per-cent increase in cost efficiency, 
the booklet states. Nielsen Fall Analysis 
Reports are quoted, showing that the 
average cost per 1,000 homes per com- 
mercial minute for evening television 
programs dropped from $3.84 in 1954 
to $3.55 in 1957. The same increase 
holds true during daytime hours—the 
average daytime cost per 1,000 dropped 
from $2.62 in 1955 to $2.36 in 1957, for 
an 11-per-cent cost-efficiency gain. 

That network television can achieve 
sales results for its clients is supported 
by the billing trend of leading adver- 
tising agencies, which each year have 
placed increasingly larger proportions 
of their total billing in network tv, the 





booklet points out. But this trend is not 
confined to big companies, since the 
second 50 of the top 100 advertisers 
have increased their allotment to net- 
work television almost twice as much as 
the top 50, says NBC. 

An important point made in the book- 
let is that advertising money employed 
in tv moves more quickly to produce 
sales than does the same money em- 
ployed in print. That is, a television ad- 
vertiser achieves instant mass sales im- 
pressions—getting not only more sales, 
but quicker sales. 

The booklet’s conclusion: “Network 
television has the power to unclog the 
advertiser’s profit pipeline. It triggers 
immediate, low-cost sales and delivers 
big, fast-returning profits.” 


Sales Clinics 


TvB’s schedule of shirt-sleeve sales 
clinics has been set to start Sept. 10 in 
Charlotte, N. C., and wind up 15 meet- 
ings later on Oct. 29 in Washington, 
D.C. 

Each of the day-long meetings will 
include key sales people from the area 








in which it is held. Two or more TvB 
staff members will be on hand. Clinics 
are scheduled as follows: 
Charlotte (Wm. R. Bar- 

ringer Hotel) .. Sept. 10 
Atlanta (Dinkler-Plaza) ... Sept. 12 
Memphis (Hotel Peabody) . Sept. 15 
Baton Rouge (Capital House) .Sept. 17 
Detroit (Statler-Hilton) Sept. 19 
Chicago (Sheraton Hotel) .. Sept. 22 
Oklahoma City (Oklahoma 

Biltmore) ........ Sept. 24 
Los Angeles (Sheraton Town 


FS, SSE SI ara Sept. 24 
Seattle (Olympic Western) . Sept. 26 
Kansas City 

(Hotel Muehlebach) ...... Sept. 26 
San Francisco (Mark 

Hopkins Hotel) ......... Oct. 1 


Denver (Brown Palace Hotel) .Oct. 3 

Milwaukee (Hotel Schroeder) .Oct. 15 
New York (Sheraton-East) ..Oct. 17 
Boston (Kenmore Hotel) ....Oct. 22 
Washington (The Mayflower) Oct. 29 


Tv Picture 


Television painted a bright sales pic- 
ture for Paul A. Beavin, branch man- 
ager of the Glidden Co. in Milwaukee, 
when he put his entire advertising 
budget into the medium and thereby 
chalked up a 34-per-cent increase in the 
company’s Spred-Satin paint (April 
1958 vs. April 1957) and gained the 
enthusiastic support of the 80 dealers in 
his marketing area. 

Prior to the campaign, which started 

(Continued on page 74) 


“They can’t spend it if they ain’t got it!” 


You might not agree with the grammar, but the homespun logic 


are lacking ... 





WeeReBel sits right on top of this rich market. 





Survey after survey proves that audiences prefer 


WRBL-TV . . 


. the station that completely domi- 
nates the gold-mine market of Columbus, Georgia. 


For Information about WRBL-TV's 
53-County coverage area .. . 


CALL HOLLINGBERY CO. 








They buy it when if is seen and heard on ............ 


CHANNEL 





of that saying cannot be disputed. You can create a desire for 
whatever it is you have to sell, but if the means of purchase 
then you have no sale. 


But... Columbus, Georgia has it! 
This 3-County Metropolitan Area is ranked 


IN THE NATION 
+ FAMILY INCOM E—$7,562.00 


Source: 1958 Survey of Buying Power 


IN PER 








WRBL-TV 
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Fall 


sors of the ABC shows will be clients 
of Young & Rubicam. The agency re- 
cently arranged the special block-pur- 
chase which apparently enabled the 
network to move into daytime opera- 
tion. 

Missing from the fall afternoon 
scene will be NBC-TV’s hour-long 
dramatic series, Matinee Theatre. As 
did its nighttime compatriots, the pro- 
gram met mounting sponsor indiffer- 
ence and has been replaced by two 
serials. 

Sunday’s daytime schedule will con- 
tinue to please the intelligentsia. 
Omnibus has a definite berth at NBC- 
TV, and the network is considering an 
hour-long version of Outlook to 
alternate with it. CBS-TV is contem- 
plating putting Edward R. Murrow’s 
new conversation program, Small 
World, into a 6 p.m. slot. And, with 
the exception of Wide Wide World, 
most of last season’s Sunday shows 
should return. 


(Continued from page 33) 


It goes virtually without saying that 
the networks will continue to program 
shows of special public interest, pre- 
empting commercial time, when the 
situation calls for it. Coverage of 
such events as the Middle East crisis, 
satellite launchings, UN meetings, etc., 
once again brought to the fore the net- 
works’ ability and willingness to in- 
form, as well as entertain, the public. 

Still, it is the uncommitted budgets 
of many video advertisers which re- 
main a primary concern to both the 
networks and agencies. As Hamilton 
Robinson of NBC points out, a net- 
work-program purchase gives an ad- 
vertiser show identification, usually a 
top personality and great merchan- 
dising factors, prime time and the 
audience he desires to reach. Excellent 
programs are being offered at reason- 
able prices. What more do some adver- 
tisers expect? 


“Advertisers are not waiting for 
deals,” says Mitchell Johnson. “They’re 
basically looking for confidence—con- 
fidence in the economy, in the indus- 
try’s attitude and in their- own deci- 


sions. There is no doubt that the 
recession, plus the general world situa- 
tion, is causing a large measure of 


nervousness. Some of the network time 
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still open will sell before the season 
begins, but I think there will be a lot 
of it unsold—and it will probably 
remain unsold until the situation 
settles. When that starts to happen, 
and things have already begun to look 
better, the money will roll back in.” 


Buying Ahead 

Rod Erickson states, “With business 
up this last quarter, a lot of buying 
should take place before the season 
starts. It’s possible there have been 
clients looking for special deals— 
there always are. A smart advertiser 
realizes, though, that if he waits too 
long, the better properties are sewn 
up. Nobody waits for junk.” 

“The present status of the network 
picture,” says Terry Clyne, “can be 
blamed only on the economic picture.” 
He does not feel advertisers are play- 
ing cat-and-mouse with the networks 
in order to get more than they pay 
for. “The experience of NBC-TV with 


Wagon Train last year might have 


some influence,” he says, “but I doubt 
that it is widespread. As a matter of 
fact, the picture really isn’t as bad 
as it has been painted. The °57-’58 sea- 
son opened with about 80 per cent of 
the networks’ time sold, I believe; this 
year, it looks like at least 75 per cent 
will be sold. Considering the business 
conditions over much of the past 12 
months, those figures are not at all 
discouraging.” 

Optimism is the keyword of net- 
work executives as September ap- 
proaches. It’s not a flamboyant opti- 
mism with predictions of record- 
breaking income and talk of signing 
stars to 30-year contracts; rather, it’s 
the optimism of methodical business- 
men who know they have a product the 
public will eagerly accept on its tv 
screens, and a product for which ad- 
vertisers will pay in order to reach 
that public. Measured both in terms 
of audience acclaim and financial re- 
wards, the coming season promises to 
be highly successful. 





NBC 


NBC, has brought testimonials from 
advertisers that are “heartwarming,” 
according to the sales executive. 

Despite the success of The Jack Paar 
Show and the Today show, NBC’s sales 
philosophy is essentially unchanged. 
“We believe in the basic program sale, 
as opposed to the sale of a minute— 
that is, in sales of normal half-hour 
units and not in minute sales normally 
associated with spot. 


(Continued from page 38) 


“We are also great believers histori- 
cally,” Mr. Durgin continues, “that this 
is a medium that should be made avail- 
able to all kinds of advertisers.” And 
it is for this reason that the network 
is proud of its development of the par- 
ticipating program. 

The Jack Paar Show (Monday 
through Friday, 11:15 p.m.-1 a.m.) has 
jumped from a 71-station line-up in 
August of 1957 to a current line-up of 
115 stations. Approximately 16 partici- 
pating advertisers currently back the 
program. The Today show will get a 
new emphasis this fall—on news. 

A new daytime entry, Concentration, 
will be telecast this fall from 11:30 
a.m.-noon. Hugh Downs will act as 
emcee for a show based on the chil- 


dren’s game of the same name. 

Although 17 new programs will 
premiere on the network this fall, no 
one category seems to be supreme. 
Three of the new programs are west- 
erns, three are various types of quizzes, 
and the others represent almost all the 
other categories—situation comedies, 
live comedy, variety and action-adven- 
ture series. 

Programming executive Bob Lewine 
concedes that the new season will not 
be distinguished by elaborate or star- 
thing program innovations. And he of- 
fers an explanation: “In times like 
these, you invest in AT&T stock, and 
net in a new oil venture. Advertisers are 
investing in known properties, and thus 
many superior properties are as yet un- 
sponsored, simply because they’re un- 
known.” 

However, Mr. Lewine points to sev- 
eral new shows to be presented by NBC 
which he thinks are different from con- 
ventional program types. 

Bat Masterson (Wednesdays, 9:30- 
10 p.m.), although a western, is dis- 
tinct from other westerns, Mr. Lewine 
says, in that it is not primarily con- 
cerned with plot, but is rather a char- 
acter study of the famous U.S. marshal, 
Indian scout and gunfighter. Another 

(Continued on page 60) 














RATINGS WRANGLE. Although no 
action should be expected at this ses- 
sion of Congress on the controversial 
question of television program ratings 
and their impact on all segments of 
broadcasting, one should not assume 
that the issue is dead on Capitol Hill. 

Senator A. S. (Mike) Monroney (D- 
Okla.) , who touched off the inquiry and 
established himself as a one-man sub- 
committee of the Senate Commerce 
Committee for the purpose of conduct- 
ing the investigation, says he is far 
from satisfied with the answers he re- 
ceived during the one day of hearings 
and indicated that he definitely will 
pursue the subject during the next ses- 
sion of Congress—or perhaps while 
Congress is in recess this year. 

Nicholas Zapple, attorney and com- 
munications specialist of the Senate 
Commerce Committee, echoed Senator 
Monroney’s assertion, saying that sev- 
eral areas of legislative activity could 
be open to Congress in the ratings con- 
troversy, if it is found that legislation 
is necessary. 

For example, he said, one might 
study whether improper use of ratings 
is being made by sponsors, agencies, 
networks and stations to the detriment 
of programming. Do all levels of the 
industry understand the claims of the 
various rating services and are they 
using or misusing those claims? If they 
are misusing them, are they impinging 
on the area of false advertising for their 
products, an area Congress has never 
hesitated to enter in the past? 


COMMISSION CONCERN. Senator 
Monroney has made it abundantly 
clear that he expects the Federal Com- 
munications Commission, as the pro- 
tector of the public interest, to crack 
down on false claims of rating services 
or false uses of those claims, if program- 
ming suffers—irrespective of whether 
Congress acts. 

“It is not the desire of the committee 
to interfere unduly in the conduct of 
an essentially private business,” Senator 
Monroney said. “Our only concern is 
with the possible impact of ratings on 
the service the public receives and upon 
the over-all development of the televi- 


Washington Memo 


sion industry.” 

In that laudable objective, Senator 
Monroney has the backing of a large 
number of his colleagues, even though 
they didn’t show up for the hearings. 
Many have commented on and off the 
floor of the Senate and House about 
what they regard as the paucity of news 
and public-affairs programming on tele- 
vision during prime evening time and 
about the demise of top comedy and 
variety-show entertainers because of 
low ratings, and they have been nudg- 
ing somebody to do something about 
it—exactly what, they’re not sure. 

From Senator Monroney’s line of 
questioning, however, it seemed obvious 
that he (and perhaps his unseen col- 
leagues) believes that too many west- 
erns and quiz shows are on the air now. 
Pollsters, he went on, never bother to 
“take a sample of the IQ of audiences 
who determine our tv fare and never 
ask people if they like the programs 
they view but just whether the sets are 
turned on.” 


POLLSTERS PARRY. If, as Senator 
Monroney says, Madison Avenue uses 
ratings like the “Sermon on the Mount,” 
the ratings services say it’s not their 
fault. All testified that they try to make 
clear what the ratings do and do not 
purport to represent—and if there’s any 
misuse, the blame doesn’t rest with 
them. 

“You don’t blame the bookkeeper 
when an unpopular Broadway show 
fails,” retorted A. C. Nielsen, when a 
questioner asked about the high mor- 
tality rate of television shows because 
of low ratings. 

When counsel pressed the point of 
the relationship between ratings and 
survival of the shows, Mr. Nielsen an- 
swered: “It is not the television ratings 
that are responsible for the cancella- 
tion of a program but, rather, the log- 
ical policy of seeking programs which 
deliver audiences of the desired char- 
acteristics at a satisfactory cost-per- 
thousand. Blaming television ratings 
for the elimination of a program is 
illogical and unjustified. . . . Respon- 
sibility for the demise of programs rests 
on those whose policy is to please the 























































































public—and not on the television rat- 
ings, which merely count the votes.’ ” 




















TECHNIQUES QUESTIONED. Still 
apparently far from satisfied by Mr. 
Nielsen’s explanation, Senator Mon- 
roney shifted the questioning to sam- 
pling methods of ratings services. To 
this, Mr. Nielsen said: 

“We are amazed at the alacrity with 
which laymen, having no knowledge 
whatever of this highly technical sub- 
ject, often presume to pass judgment 
on the quality and site of the samples 
used by experts who have devoted their 
lives to a study of the subject.” 

But why, pressed Senator Monroney, 










































































do two rating services ostensibly meas- 





uring the same program for the same 
purposes come up with two entirely dif- 
ferent audience ratings? Edward G. 
Hynes of Trendex, Inc., replied “there’s 




















no reason why anybody should com- 





pare two national services.” And James 








W. Seiler of American Research Bureau 
said that “lack of knowledge of the 
limitations of sampling and the tend- 














ency to compare two measurements 
made at different times or in different 














areas by different techniques” were re- 








sponsible for the misunderstanding. 
Besides Messrs. Nielsen, Hynes and 











Seiler, others who testified on behalf 








of their respective rating services were 
Sydney Roslow, The Pulse, Inc., and 
Allan V. Jay of Videodex. Attacking 


the rating services was A. C. Sindlinger 


























of Sindlinger & Associates, who said 








ratings oversimplify and urged addi- 








tional research to determine “the qual- 





ity of the audience and its compatibility 





with the advertiser’s product.” 
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way to describe it: the emphasis is on 
characterization, rather than on narra- 
tive. 

Behind Closed Doors (Thursdays, 
9.9:30 p.m.) will also be unusual in 
that it will feature dramatized cases of 
American counter-espionage. Rear Ad- 
miral Ellis N. Zacharias, USN (re- 
tired), former deputy chief of Naval 
Intelligence, who will serve as advisor, 
will guarantee authenticity, Mr. Lewine 
says. 

Brains and Brawn (Saturdays, 10:30- 
11 p.m.) will offer American audiences 
something new this fall, says Mr. 
Lewine. The quiz show, based on a 
European program, will pit two two- 
man teams against each other, each 
composed of an intellectual of sorts and 
a known athlete. That is, mental agility 
and physical prowess will compete with 
mental agility and physical prowess. 

NBC-TV, a pioneer in the use of spe- 
cials, this fall will present more spe- 
cials than ever before. These include 
eight Bob Hope shows, sponsored by 
Buick; six Jerry Lewis shows; two 
Dean Martin shows; eight Bell Tele- 
phone programs (ranging from Swiss 
Family Robinson to Our Hearts Were 
Young and Gay); six Shirley Temple 
Storybook specials, sponsored by 
Breck; six Hallmark Hall of Fame spe- 
cials; two Fred Astaire shows, spon- 
sored by Chrysler, and two Pontiac 
specials. Also, 15 Omnibus specials will 
be presented, as well as three NBC 
Opera programs, the Academy awards 
and the Emmy awards. 

Some sort of acknowledgment ought 
to be given the shows that have gone 
off the air—victims, usually, of the 
“unkind” rating services. These include 
Suspicion (Monday, 10-10:30 p.m.), 
The Nat King Cole Show (Tuesdays, 
7:30-8 p.m.) , Meet McGraw (Tuesdays, 
9-9:30 p.m.) , Kraft Television Theatre 
(Wednesdays, 9-10 p.m.) , The People’s 
Choice (Thursdays, 9-9:30 p.m.), The 
Lux Show (Thursdays, 10-10:30 p.m.) , 
The Jane Wyman Show (Thursdays, 
10:30-11 p.m.), The Gisele MacKenzie 
Show (Saturdays, 9:30-10 p.m.) and 
What's It For (Saturdays, 10-10:30 
p-m.). 

The big Sunday-night regulars will 
be back in their accustomed time slots 


—The Steve Allen Show, 8-9 p.m., The 








Wheeling Brochure 


wTRF-TV Wheeling, W. Va. has 
made available a 72-page brochure 
which details the market potential 
of the highly industrialized Upper 
Ohio Valley. Utilizing 177 photos, 
five maps and 20 pieces of special 
artwork, the brochure describes 
the varied occupations of two mil- 
lion W. Virginia, Pennsylvania 
and Qhio residents, whose com- 
bined income totals more than 
$2.7 billion. 

Compiled with the cooperation 
of some 40 organizations, publica- 
tions and businesses, the booklet 
also describes WTRF-TV’s technical, 
programming and advertising role 
in the rich industrial area. 





Dinah Shore Chevy Show, 9-10 p.m., 
and Loretta Young Show, 10-10:30 p.m. 
Other returning properties this fall, 
some of them scheduled for different 
days and different time periods, in- 
clude: Tic Tac Dough (Mondays, 7 :30- 
8 p.m.), Restless Gun (Mondays, 8- 
8:30 p.m.), The Alcoa-Goodyear Thea- 
tre (Mondays, 9:30-10 p.m.), the al- 
ternating George Gobel Show and Eddie 
Fisher Show (Tuesdays, 8-9 p.m.) , The 
Bob Cummings Show (Tuesdays, 9:30- 
10 p.m.), The Californians (Tuesdays, 
10-10:30 p.m.) , Wagon Train (Wednes- 
days, 7:30-8:30 p.m.), The Price Is 
Right (Wednesdays, 8:30-9 p.m.) , This 
Is Your Life (Wednesdays, 10-10:30 
p-m.), Twenty-One (Thursdays, 8:30- 
9 p.m.), You Bet Your Life (Thurs- 
days, 10-10:30 p.m.), M Squad (Fri- 
days, 9-9:30 p.m.), Gillette Cavalcade 
of Sports (Fridays, 10 p.m. until con- 
clusion of the bout), People Are Funny 
(Saturdays, 7:30-8 p.m.) and The 
Perry Como Show (Sat., 8-9 p.m.). 
Most important executive change at 
NBC this year was the recent eleva- 
tion of Robert W. Sarnoff from presi- 
dent to chairman of the board. Robert 
E. Kintner, executive vice president, 
was named president of the company. 
Earlier, NBC found it necessary, for 
economy reasons, to trim personnel in 
almost every department of the com- 
pany. Unofficial estimates of personnel 
affected by the lay-off range from 300 
to 600 across the nation. 
The following programs, either new 


to the network or new to television, 
have been sold and are definitely sched- 
uled for a fall start: 

Monday: Mr. Peter Gunn, 9-9:30 
p-m., filmed adventure series starring 
Craig Stevens; created and produced 
by Blake Edwards; sponsor is Bristol 
Myers. 

Tuesday: Dotto, 9-9:30 p.m., audi- 
ence-participation quiz, with Jack Narz 
as emcee; the show was formerly seen 
on CBS-TV daytimes; Colgate is the 
sponsor. 

Wednesday: The Milton Berle Show, 
9-9:30 p.m., comedy-variety program 
originating live from New York; spon- 
sor is Kraft Foods Co. Bat Masterson, 
9:30-10 p.m., western concerned with 
the life of the famed U.S. marshal; pro- 
duced by Ziv; stars Gene Barry; Kraft 
Foods and Sealtest are sponsors. 

Thursday: The Ed Wynn Show, 8- 
8:30 p.m., filmed series dealing with a 
widower with a genius for solving other 
people’s problems: Ben Feiner Jr. pro- 
duced for Screen Gems; Liggett & 
Myers and Bulova Watch Co. are the 
sponsors. Behind Closed Doors, 9-9:30 
p.m., dramatized cases of American 
counter-espionage; produced by Screen 
Gems and Jane Gallu Productions; Lig- 
gett & Myers and American Home 
Products are alternating sponsors. The 
Arthur Murray Show, 10:30-11 p.m., 
live variety show featuring guest ce- 
lebrities; P. Lorillard and General Mills 
are alternating sponsors. 

Friday: The George Burns Show, 
9:30-10 p.m., combination of live and 
film variety programs; Colgate-Palm- 
olive is the sponsor. 

Saturday: Steve Canyon, 9-9:30 
p-m., filmed adventure series based on 
the comic-strip Air Force hero, por- 
trayed by Dean Fredericks; produced 
by Pegasus Production; Liggett & 
Myers is an alternating sponsor. Brains 
and Brawn, 10:30-11 p.m., quiz show, 
originating live from New York, which 
will couple intellect and physical dex- 
terity; Liggett & Myers will be the 
sponsor. 

At press time, Cimarron City (Satur- 
days, 9:30-10:30 p.m.) had not been 
sold. The hour-long western, produced 
by Revue Productions, deals with the 
opening and development of the west 
as seen by three principals portrayed by 
George Montgomery, John Smith and 
Audrey Totter. 































































NEGLECTED AREA. One of the neg- 
lected areas of security trading as far 
as the general public is concerned is 
that of warrants. And while there are 
not too many tv securities with war- 
rants attached, there are enough to 
justify the investor—particularly the 
more speculative investor—acquainting 
himself with this type of issue. 

A warrant is, in effect, a contract by 
which the issuing corporation agrees to 
sell the warrant holder a certain num- 
ber of shares of stock at a specified 
price. It’s another form of a call on a 
certain number of shares. The differ- 
ence between a warrant and a con- 
vertible bond is that in the latter the 
holder’s equity shifts from that of a 
lender to the corporation to that of an 
owner. The corporation itself gets no 
additional money when the change oc- 
curs, but it does reduce its debt posi- 
tion. In the case of warrants, the cor- 
poration does receive new capital. 

Trading in warrants can be a tricky 
business because it requires the investor 
to have an excellent understanding of 
the realtionship between the prices of 
stocks and warrants, ability to exercise 
good judgment, and knowledge of the 
broad movements of the stock market. 


TV WARRANTS. There are quite a 
few corporations with direct or indirect 
television interests with warrants out- 
standing. Some of the more prominent 
ones include: Associated Artists; Na- 
tional Telefilm Associates; General 
Tire & Rubber Co.; Walt Disney Pro- 
ductions; Orradio Industries; Trav-Ler 
Radio Corp., and: Raytheon Mfg. 


At the end of July National Telefilm 
warrants were quoted at $2.821% to $3. 
No quotations were being made on As- 
sociated Artists warrants, probably re- 
flecting the disputed state of those 
shares. There were three groups of war- 
rants outstanding on General Tire com- 
mon. Orradio warrants were quoted at 
$19 to $19.75. Walt Disney had war- 
rants outstanding that would be good 
for another year. Both Trav-Ler Radio 
and Raytheon have issued warrants, but 
they are tied in with debentures and 
notes, and the market is limited. 


Wall Street Report 





To illustrate the tremendous poten- 
tial in warrants—and to use a tv situa- 
tion as an example—let us point out 
the case of Hoffman Radio. In 1948 
they were selling for five cents a war- 
rant. Two years later those warrants 
were selling for $25. Thus a $400 in- 
vestment would have returned $200,- 
000 two years later. 

This is not to indicate, of course, that 
the warrants are the swift and inexpen- 
sive way to financial riches. They are 
not, and it’s not recommended that the 
unwary and unsophisticated try their 
hand in the warrant market without 
first seeking the counsel of an experi- 
enced broker-dealer completely familiar 
with the terms of the warrant. 


HELPFUL HINTS. There are a few 
guides that professionals recommend 
to warrant purchasers: 

1. Seek out those warrants where the 
common stock is worth several times 
(from five to 10 times) the price of the 
warrant itself. 

2. Remember that a warrant will 
show greater appreciation in a shorter 
period of time than the stock on which 
it is based. 

3. Keep a sharp eye out for the ex- 
piration dates of warrants. Their value 
is affected to a great amount by the time 
allowed to the holder. Some warrants 
are perpetual. Others are short-lived 
and in some cases were at the whim of 
the management. 

4. Warrants of an investment trust 
company are always more highly re- 
garded than those of a corporation be- 
cause there is less risk element. 

An investment trust holds the shares 
of many different companies, and an 
investment trust warrant therefore is not 
dependent on one security but on a 
whole group for its potential value in- 
crease. And, of course, investment trusts 
themselves vary by type. There are high- 
leverage trusts, with a small amount of 
common stock and a large amount of 
senior debt. Once the company’s income 
is sufficient to cover the interest on the 
debt, the common stock can move up 
rapidly, and the warrants would nat- 
urally move with it. 
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CBS 


to westetns this year,” he says, “there 
is no question but that a lot of them 
will die. Even the good, proven ones 
are hard to sell.” He points out, how- 
ever, that westerns represent only about 
20 per cent of all tv programming, while 
they have been more or less a staple of 
other entertainment media, especially 
the motion-picture business. 

The three new westerns are Rawhide, 
Derringer and The Texan. In addition, 
a new live comedy, a new variety show, 
several situation comedies, a new musi- 
cal show, an anthology series and an- 
other quiz show have been added to the 
schedule. 

As yet unsold, but scheduled for 
Wednesdays, 7:30-8:30 p.m., are two 
science fantasies which Mr. Ommerle 
considers a departure from convention- 
al programming. They are Official 
Films’ Invisible Man (portrayed for 
obvious reasons by an anonymous 
actor) and The World of Giants, pro- 
duced by Ziv. 

Mr. Ommerle, who sees “a crying 
need for new program forms, new ap- 
proaches,” feels that “television must 
fight against getting into a rut and set- 
tling for the conventional.” For this 
reason, the network has been examining 
every program on the air, in an attempt 
to strengthen and improve the line-up. 

Playhouse 90 (Thursdays, 9:30-11 


(Continued from page 36) 


p.m.) will have a fresh look this fall, 
the programming executive says, partly 
as a result of a multiple-producer sys- 
tem that has been developed. The sys- 
tem was introduced on the theory that 
an undertaking such as Playhouse 90 
is too great for any one man, and with 
the demise of many live dramas, a lot 
more attention will be paid to the show. 

The new Garry Moore variety show, 
which will be telecast on Tuesdays from 
10 to 11 p.m., will be distinctive in sev- 
eral ways, Mr. Ommerle says. First of 
all, the time slot is unusual for an hour- 
long variety show, and there will be a 
closer relationship between Mr. Moore 
and his guests. 

Westinghouse Desilu Playhouse 
(Mondays, 10-11 p.m.) will attempt to 
do drama and musical shows, on a big- 
ger scale, Mr. Ommerle says. Different 
properties will be used, including four 
specials starring Lucille Ball and Desi 
Arnaz. 

It should be noted that this fall (from 
September through December) CBS-TV 
will triple the number of specials it pre- 
sented last season. Approximately 20 
such specials will be offered in the last 
four months of the year, ranging from 
the Miss America contest from Atlantic 
City on Sept. 6 to a musical version of 
O. Henry’s The Gift of the Magi, to be 
presented on Dec. 9. 

Before considering all of the new pro- 
grams, it is only just that some sort of 





Almost daily, at virtually every 
television station in the country, a 
local politician is rushed into the 
studio to expound on the fluorida- 
tion question . . . a college profes- 
sor appears to discuss the Middle 
East situation .. . or a den mother 
arrives for a handicraft interview. 
In most instances, these people 
have never seen a tv camera (ex- 
cept on a “backstage” drama on 
Studio One). Naturally, they have 
riumerous questions on what to do, 

- where to look, what to wear, etc. 

To answer many of the ques- 
tions of the initiate to television 
broadcasting, Robert C. Diefen- 
bach of wrc-Tv Washington of- 
fers an information-packed 24- 

ge booklet, A Guide To Your 





Tv Appearance 


Do’s, Don’ts 

Television Appearance. 
Scheduled for distribution 

through the Republican and Demo- 

cratic national committees to all 

Congressmen, governors and cabi- 

net members, the booklet has been 





endorsed by Paul M. Butler and 
Meade Alcorn, committee chair- 
men. 

Text and cartoon illustrations 
take up specific “do’s and don’ts” 
of a tv showing. Clothing is dis- 
cussed in detail, with tips as to the 
best colors and patterns to wear in 
suits and dresses, shirts and ties. 

Mr. Diefenbach offers his book- 
let at single-copy or bulk rates. In- 
formation may be obtained by 
writing him at 4819 Leland Street, 
Chevy Chase 15, Md. 











ceremonial rite be held for those pro- 
grams that will not be returning to the 
network. Not all have died, of course; 
some have gone into syndication, and 
other are recuperating. These include 
Robin Hood (Mondays, 7:30-8 p.m.), 
Burns and Allen (Mondays, 8-8:30 
p-m.), Studio One In Hollywood (Mon- 
days, 10-11 p.m.), Assignment Foreign 
Legion (Tuesdays, 10:30-11 p.m.) , Sgt. 
Preston of The Yukon (Thursdays, 
7:30-8 p.m.), Climax! (Thursdays, 
8:30-9 p.m.) and Mr. Adams and Eve 
(Fridays, 9-9:30 p.m.). 

CBS-TV’s entire Sunday-night sched- 
ule survived intact, and not even a time 
slot was juggled. 

There are many survivors in addi- 

tion to the Sunday-evening regulars. 
These include The Danny Thomas Show 
(Mondays, 9-9:30 p.m.), Name That 
Tune (Tuesdays, 7:30-8 p.m.), To Tell 
The Truth (Wednesdays, 8:30-9 p.m.), 
The Millionaire (Wednesdays, 9-9:30 
p-m.), U.S. Steel Hour and Armstrong 
Circle Theatre (alternating Wednes- 
days, 10-11 p.m.), J Love Lucy (Thurs- 
days, 7:30-8 p.m.), Playhouse 90 
(Thursdays, 9:36-11 p.m.), Track- 
down (Fridays, 8-8:30 p.m.), Lux 
Playhouse and Schlitz Playhouse (al- 
ternating Fridays, 9:30-10 p.m.), Per- 
son to Person (Fridays, 10:30-11 
p-m.), The Gale Storm Show (Satur- 
days, 9-9:30 p.m.) and Gunsmoke 
(Saturdays, 10-10:30 p.m.). 

Several significant developments oc- 
curred at CBS-TV this year. The most 
recent is a network request that affiliates 
sign affiliation-contract amendments 
which in three of the four time zones 
would start weekday-evening option 
time a half-hour later than now. In the 
Pacific coast zone, the network has sug- 
gested putting Monday-through-Satur- 
day option time on the same local clock 
basis as Chicago. Carl Ward, national 
manager of affiliate relations, explained 
to affiliates that “sales experience has 
indicated a marked preference by year- 
round network advertisers for a dif- 
ferent period of time in the several time 
zones. In general, they would prefer that 
the option period be one-half hour later 
in the schedule, Monday 
through Friday.” 

The network also asked for a modi- 
fication of daytime option periods in 
various time zones. 

Earlier this year, CBS Television was 


evening 









“We give tremendous credit to televi- 
sion,” Seth T. Jayne, chairman of the 
board of Jayne Music Co., told KFMB- 
tv San Diego executives as he signed a 
contract for a five-minute segment of 
the Thursday-night half-hour News- 
room show on the station. “Since going 
on television our growth has been con- 
siderably greater than the national aver- 
age,” Mr. Jayne says. “We have used 
tv constantly and steadily. It has paid 
us handsome dividends, and we expect 
to use it for a long time.” Alan Cragin 
(standing, left) and Jock Stodelle 
(standing, right) represented KFMB-TV 
in negotiations for the new program. 


split into two operating divisions—net- 
work and stations. Merle S. Jones, pres- 
ident, took over as head of the stations 
division, which is comprised of all CBS 
Television activities but the network. 
Louis G. Cowan was named president 
of the network division, which includes 
all operations dealing with network pro- 
gramming, sales, production and affili- 
ate relations. 

The following programs, either new 
to the network or new to television, 
have already been sponsored: 

Monday: Father Knows Best, 8:30-9 
p-m., filmed family-comedy series which 
moves over from NBC-TYV, stars Robert 
Young and Jane Wyatt and will be 
sponsored by the Scott Paper Co. and 
Lever Bros. Ann Sothern Show, 9:30-10 
p-m., filmed situation-comedy series 
about incidents that arise in the op- 
eration of a fashionable New York 
hotel, with Miss Sothern portraying the 
assistant manager of the hotel; General 
Foods is the sponsor. Westinghouse 
Desilu Playhouse, 10-11 p.m., filmed 
anthology series, with Desi Arnaz as 
host, and starring top personalities from 
Broadway, television and Hollywood; 
Westinghouse Electric is the sponsor. 


Tuesday: Number Please, 8-8:30 
p-m., new quiz series packaged by Good- 
son-Todman; Brown & Williamson is 
the sponsor. Garry Moore Show, 10-11 
p-m., live comedy-variety show originat- 
ing from New York; sponsors are Rev- 
lon, Inc., the Kellogg Co., and Pitts- 
burgh Plate Glass Co. 

Thursday: Derringer, 8:30-9 p.m., 
filmed adventure series with a post- 
Civil War background; Jock Mahoney 
portrays Yancy Derringer; S. C. John- 
son is the sponsor. 

Friday: Your Hit Parade, 7:30-8 
p-m., switching over from NBC-TV, to 
be telecast this fall with a different 
musical format; producer is Perry 
Lafferty ; sponsor is American Tobacco 


Co. for Hit Parade cigarettes. The 
Jackie Gleason Show, 8:30-9 p.m., live 
comedy-variety series, bringing comic 
Gleason back to the network after an 
absence of 16 months; sponsors are 
Lever Bros. and Pharmaceuticals, Inc. 

Saturday: The Texan, 8:30-9 p.m., 
new western series of the post-Civil War 
era, starring Rory Calhoun; Brown & 
Williamson is the sponsor. 

A new program that was not spon- 
sored at press time is Rawhide (Mon- 
days, 7:30-8:30 p.m.). The hour-long 
series is described as an adult western, 
and stars Eric Fleming and Clint East- 
wood. Basic theme is concerned with 
the annual cattle drives by the small 
ranchers of western Texas. 





ABC 


not new to television. Leave It To 
Beaver moved from CBS-TV and will 
be placed in ABC-TV’s 7:30-8 p.m. 
Thursday time slot. Last year CBS-TV 
programmed it on Fridays at 7:30-8 
p-m. The Patti Page Show, which ABC- 
TV has scheduled for Wednesday, 9 :30- 
10 p.m., started as an hour-long pro- 
gram on CBS-TV last fall under the title 
of The Big Record; it was telecast on 
Wednesdays from 8-9 p.m., but switched 
in midseason to a 30-minute stanza. 


Donna Reed will precede Miss Page 
on Wednesday over ABC-TV in what 
has been described as a warm situation- 
comedy series, from 9-9:30 p.m. 

ABC-TV will also present what may 
be the first television series seemingly 
tailor-made for its sponsor. Bankrolled 
by the photo-lamp department of Gen- 
eral Electric, the new series is concerned 
with the adventures of a free-lance pho- 
tographer. 

New departures or novel ideas in 
programming are not especially prev- 
alent this season, but Mr. Moore points 
to two new programs which he con- 
siders “different.” The first of these, 
Naked City, will be presented on Tues- 
days, 9:30-10 p.m. According to Mr. 
Moore, this represents the first time a 
film series has been made against an 
actual New York City backdrop, and 
therefore Naked City will be “fresh and 
authentic.” 


(Continued from page 34) 


The other “departure” is Sylvester 
L. (Pat) Weaver’s Mad Show, which is 
based on Mad magazine. However, the 
full-hour program (Mondays, 7:30-8:30 


p-m.) is only tentative at this point, 
since a number of participating spon- 
sors must be signed up before the show 
is definite. 

If the program is sold, it will be the 
first time network prime viewing hours 
will be opened up to 20-second partici- 
pations on a regular basis. Commercials 
would either follow an entertainment 
segment or would be woven into a com- 
edy sequence. ABC-TV is attempting to 
attract new and small-budget adver- 
tisers to the live program, on the theory 
that they can get more exposure for their 
products at a lower cost. 

Counter-programming, described by 
ABC-TV as “hitting "em where they 
ain’t,” will be utilized again this season 
in several time slots. A classic example 
of counter-programming occurred last 
year, when the network, rather than 
counter CBS-TV and NBC-TV with an 
hour-long variety show on Sunday 
nights, threw in Maverick a half-hour 
earlier against Ed Sullivan and Steve 
Allen. The rating results were, and con- 
tinue to be, impressive. 

This year, according to Mr. Moore, 
the network planned Leave /t To Beaver 
for Friday nights at 8:30 p.m., but when 
CBS-TV scheduled The Jackie Gleason 
Show in that time slot, Beaver was 
promptly moved to Thursdays at the 
same time, and Colt .45 is to be thrown 
against Gleason. 

Another example of counter-pro- 
gramming also occurred last year when 
ABC-TV countered Groucho Marx on 
NBC-TV with Zorro on Thursdays, 8- 


8:30 p.m. with some success. Harbour- 


master, on CBS-TV, fell by the wayside. 
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Among the departed, or at least tem- 
porarily retired, programs which were 
seen on ABC-TV last fall were Sid 
Caesar Invites You (Sundays, 9-9:30 
p-m.), Telephone Time (Tuesdays, 
9:30-10 p.m.), O.S.S. (Tuesdays, 10- 
10:30 p.m.), The Betty White Show, 
(Wednesdays, 9:30-10 p.m.), Circus 
Boy (Thursdays, 7:30-8 p.m.) Navy 
Log (Thursday, 9:30-10 p.m.), Frank 
Sinatra (Fridays, 9-9:30 p.m.) , Walter 
Winchell File (Fridays, 10-10:30 p.m.) 
and The Mike Wallace Interview (Sat- 
urdays, 10-10:30 p.m.). 

John Daly and the News has been 
moved from the 7:15-7:30 p.m. week- 
day time slot to the 10:30-10:45 p.m. 
period, four days a week. On Wednes- 
days, the fights, plus a post-fight inter- 
view, will continue until 11 p.m. 

The ABC-TV program survivors, 
which have demonstrated varying de- 
grees of hardiness, include Maverick 
(Sundays, 7:30-8:30 p.m.), Bold Jour- 
ney (Mondays, 8:30-9 p.m.), Voice o/ 
Firestone (Mondays 9-9:30 p.m.), Top 
Tunes and New Talent (Mondays, 9 :30- 
10:30 p.m.), Cheyenne and Sugarfoot, 
which alternate on Tuesday at 7:30- 
8:30 p.m., Wyatt Earp (Tuesdays, 
8:30-9 p.m.), Disneyland (Wednesdays. 
7:30-8:30 p.m.), Ozzie and Harriet 
(Wednesdays, 8:30-9 p.m.), Zorro 
(Thursdays, 8-8:30 p.m.), Pat Boone 
Thursdays, 9-9:30 p.m.), Rin Tin Tin 
(Fridays, 7:30-8 p.m.), The Dick Clark 
Show (Saturdays, 7:30-8 p.m.) and 
Lawrence Welk (Saturdays, 9-10 p.m.). 

It should be noted that ABC-TV will 
be slightly more live this year, since two 
live musical shows—Patti Page and 
Sammy Kaye—have been added to the 
schedule. According to Mr. Moore, this 
has come about because of an increase 
in live affiliates. “In the past, we found 
that film lent itself better to delayed 
broadcasts, and as for the future, we 
look to the time when the ratio of film 
to live will be 50-50.” 

Two specials starring Bing Crosby 
have been scheduled for the new season, 
and the network is currently negotiat- 
ing for others. 

ABC-TV will be devoting a full eve- 
ning a week to live music, and another 
night almost entirely to westerns. Sat- 
urday evening can be called “music 
night,” and Tuesday evening, with the 
exception of Naked City, “western 
night.” 
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Billings Jump 


waBc-Tv New York billings for 
the second quarter of 1958 show a 
65-per-cent increase over the same 
period last year, it has been an- 
nounced by Robert L. Stone, vice 
president in charge of ABC-TV’s 
flagship station. Mr. Stone at- 
tributes the marked business in- 
crease to the station’s 3-6 p.m. time 
segment, which accounts for high 
daytime ratings; two station sales 
plans, “7-14” and “Household Spe- 
cial,” which he reports have 
achieved considerable success with 
advertisers, and the high quality 
of the ABC-TV network’s summer 
programs. 





The upcoming season has been gen- 
erally acknowledged as a tough one 
saleswise, and Mr. Moore, who was for- 
merly a sales executive, feels there is 
only one way to meet the challenge: 
more aggressive selling. More particu- 
larly, he says the network has been 
working harder to reduce the cost of 
shows, and has also attempted to reduce 
commitments. 


Advertisers, more conscious of cost. 
seem to be investigating more closely 
the claim that ABC-TV is the most 
economical of the networks in terms of 
cost-per-thousand, Mr. Moore says. Al- 
though nighttime billings will probably 
remain the same, Mr. Moore sees an 
over-all billings increase for the net- 
work, since the expansion into daytime 
alone will mean a 20-per-cent increase. 

Following are the programs which 
are new to the nighttime ABC-TV sched- 
ule and which are already sponsored: 

Sunday: The Lawman, 8:30-9 p.m., 
western film series produced by Warner 
Bros. and starring John Russell as Mar- 
shal Dan Troop; sponsor is R. J. Reyn- 
olds. 

Tuesday: The Rifleman, 9-9:30 p.m., 
western film series starring Chuck Con- 
nors as a rancher with a young son dur- 
ing frontier days; produced by Four 
Star Films, sponsored by Miles Labora- 
tories and Ralston. Naked City, 9:30- 
10 p.m., film series shot on location in 
New York and concerned with the ad- 
ventures of two detectives, played by 
John McIntire and James Franciscus; 
Herbert B. Leonard is producer of the 


series for Screen Gems; sponsors are 
Brown & Williamson and Quaker Oats. 

Wednesday: The Donna Reed Show, 
9-9:30 p.m., filmed comedy concerned 
with situations in the life of a physi- 
cian’s wife; Briskin Productions made 
the series for Screen Gems; sponsor is 
Shulton, Inc. The Patti Page Show, 
9:30-10 p.m., to originate live from New 
York with guest musicians; producer 
is Ted Mills; Oldsmobile is the spon- 
sor. 

Thursday: Leave Ii to Beaver, 7:30-8 
p.m., film series produced by Gomalco 
Productions and starring Jerry Math- 
ers; Miles Laboratories and Ralston 
are the sponsors. Rough Riders, 9:30- 
10 p.m., filmed western series concerned 
with the adventures of three Civil War 
veterans in reconstruction days; spon- 
sor is P. Lorillard. 

Friday: Man With A Camera, 8-8:30 
p-m., is concerned with the adventures 
of a free-lance photographer, portrayed 
by Charles Bronson; produced through 
the facilities of Desilu Studios in Holly- 
wood, the series will be sponsored by 
the photo-lamp department of General 
Electric. 

E.S.P., 9-9:30 p.m., a live program 
dealing with extra-sensory perception, 
hosted by Vincent Price. Chesebrough- 
Pond’s is the sponsor. 

77 Sunset Strip, 9:30-10:30 p.m., is 
a filmed crime-drama series produced 
by Warner Bros. Efrem Zimbalist stars 
as a hard-hitting Hollywood private 
detective. Sponsors are American Chicle, 
Whitehall Pharmacal and Carter Prod- 
ucts. 

Saturday: Sammy Kaye will star in 
a new live musical show, 10-10:30 p.m. 
Sponsor is Manhattan Shirt Co. 

A number of new shows were under 
consideration at press time to fill out 
the expanded daytime schedule, under 
which ABC-TV opens up at 1] a.m., pro- 
gramming six half-hour shows per day 
that will alternate w‘th station time un- 
til 3:30 p.m. The following programs 
are likely candidates: Man In Your 
Life, Peter Lind Hayes and Mary Healy, 
Music of Freddy Martin, For Better, For 
Worse, Liberace, and Jig Jag. New spon- 
sors include Johnson & Johnson, Bristol- 
Myers, General Foods, Beechnut Life 
Savers, the Drackett Co.; American 
Home Foods, Armour & Co., Lever 
Bros., General Mills, Shulton, Inc., Sun- 


shine Biscuit Co. and Vick Chemical Co. 
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The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. It is published quarterly. 
Data appears in the following order: 
name of market, call letters, channel 
number, address of station, rates for 
one hour, one minute and ID, two prin- 
cipal station executives, with their titles 
and the station representative. 

All of this data is furnished by the 
station in answer to quarterly question- 
naires. For more detailed data see the 
TV AGE Yearbook. Italics indicate sta- 
tions not yet on the air. 


Abbreviations commonly used in this list- 
ing include: asst. assistant, c. commercial, 
che. charge, cls. class, d. director, g. general, 
loc. local, m, manager, mng. managing, nat. 
national, o. owner, opertns. operations, p. 
president, pgm. program, prom. promotion, 
rgni, regional, res. resident, serv. service, 
Sls. sales, st, station. 


ALABAMA 


Birmingham, WABT ‘e. Box 2553. Cls. AA 
hr. $800, min. $250, ID $125. Charles F. 
Grisham, V.P. & g.m.; Albert J. Gillen, 
v.p. & sis.d.; Harrington, Righter & Par- 
sons, re 

Birmingham, WBRC-TV (6) Atop wit Moun- 
tain. Cls. AA hr, $850, min. $250, 25. 
Robert T. Schlinkert, g.m.; Giver 'V, Nay- 
lor, g.sls.m.; Katz, rep. 

Decatur, W MSL-TV '(23) 701 Bank St. Cls. 
A hr. $150, min. $35, ID $20. Frank Whise- 
nant, p. & g.m.; Gene Harwell, sls.m.; 
Jack Masia, rep. 

Dothan, WTVY (9) Cytonmsses Rd. Cis. A 
hr. $250, min. $40, D $20. F. E. Busby, 
exec.v.p. & g.m. art Creamer, loc.sls.m. 
Young, rep. 

Florence, WOWL-TV_ (15) Box 600. Cls. AA 
hr, $200, min, $50, ID $25. Richard B, Bid- 
dle, p. & g.m.; Bill Mapes, nat.slse.m. ; 
Forjoe, rep. 

Mobile, WALA-TV (10) 210 Government St. 
Cis. AA h hr, $450, min. $90, ID $45. W. B. 
Pape, exec. v.p. & g.m.; Jim McNamara, 
nat.sis.m.; H-R, Pp. 

Mobile, WKRG-TV (5) 162 St. Louis St. 
Cls. AA hr. $500, min. $120, ID $52.50. C. 
P. Persons, Jr., v.p., g-m, & sls.m.; Avery- 
Knodel, rep. 

Montgomery, WCOV-TV (20) Box 2505, 
Ardian Lane. Cls, A hr. $200, min. $40, 
ID $20. Hugh M. Smith, g.m.; Morris 
South, loc.sls.m.: Young. rep. 

Montgomery, ‘ares TV (12) 10 E. Delano 
Ave. Cls. A hr. $450, min. $110, ID $565. 


Carter Hardwick, g.m.; M. . Yeoman, 
nat.sls.m.; Katz, rep. 
ARIZONA 


Mesa, KVAR (see Phoenix) 

Phoenix, KOOL-TV (10) 511 W. Adams. Cls. 
AA hr. $550, min. $100. ID $50. Kenneth 
Morton, v.p. & st.m.; Robert W. Miller, 
sls.m.; Hollingbery, rep. 

Phoenix KPHO-TV (5) 631 N. 1st Ave. Cls. A 
hr. $450, min. $100, ID . Richard B. 
Rawls, g.m.; Howard Stalnaker, st.m.; 


Katz, rep 
Phoenix, KTVK (3) 3435 N. 16th St. Cls. A 
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Totals 
Total commercial stations: 510 
Total markets: 336 
Total estimated b&w tv homes: 43,- 
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Total "estimated color sets: 442,000 
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hr, een, mn. $90, ID $50. Burton B. (Bill) 
La. & c.m.; Weed, rep. 
a KV Al (12) 1101 N. Central Ave. 
Cis. AA hr. $500, min, $100, ID $50. Rich- 
ard O. Lewis, p. & g.m.; Ray Smucker, 
c.m.; Avery-Knodel, re 
Tucson, KGUN-TV (9) 2175 N. 6th Ave. Cls. 


rep. 

a, KOLD-TV (13) 115 W. Drachman =. 

. in. $50, ID 
Mittendor?, =; Bernie’ Perlin, ‘sls.m.; 
Hollingbery, re 

Tucson KVOA-TV M4) 209 W. Elm. . AA hr. 
$300, min, $75, ID $37.50. Fred L. Vance, 
st.m.; W. R. “‘Duey 
ham, re 

Yuma, KIVA (11) Box 1671. C!s. A hr. x 
min. $40, ID $20. Harry C. Butcher, p. & 

g.m.; Edward J, Marsett, nat.sls.m.; Hol- 

eokery. rep. 


DuBois, sls.m.; Bran- 


ARKANSAS 


El Dorado, KRBB (10) Garrett Hotel, Box 
791. Cls. AA hr. $350, min, $70, ID $35. 
Bill Bigley, g.m.: W. C. Womack, nat 
sls.m.; O'Connell, rep. (New call letter will 
be KTVE.) 

Smith, KFSA-TV (22) Southwestern House, 
920 Rogers Ave., Box 569. Cis. A hr. $200, 
min. $40, ID $20. J. W. Slates, v.p. & g.m.; 
Roland Hundley, ¢.m. : Venard, Rintoul & 
McConnell, rep. 

a Smith, KNAC-TV (5) Box 237. Cls. A 
hr. $250, Ly $50, ID $25. Walter dag 

v.p. &g Rex Hayes, sis.m.; H-R, 

Little ony “'KARK-TV (4) 10th & “Spring 
Sts. Cls. A hr. $500, min. $110, ID $55. 
Douglas J, Romine, <= > & Py Lee 
Bryant, c.m.; Petry 

Little Rock, KATV ay Pine Bluff) 

Little Reck, KTHV (11) 720 Izard St. Cls. A 
hr. $450, min. $100, ID $50. B. G. Robert- 
son, g.m.; W. V. Hutt, sls.m.; Branham, 


rep 

Pine Bluff, KATV (7) 100 Williams Rd. Cis. 
A hr. $450, min, $100, ID $50. John H. Fu- 
gate, g.m.; Thomas L, Goodgame, nat.sls. 
m.; Avery: “Knodel, rep. 

Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


ee KBAK-TV (29) =. Woody Rd. 
Cls, AA hr. $350. min, $70. ID $35. H. 
Constant, v.p. & g.m.; Ed Tabor, g.sls.m. 
Weed. rep. 

Bakersfield, KERO-TV (10) 1420 Truxton 
Ave, Cls. AA hr. $500, min, $125, ID $50. 
Arthur M. Mortensen, g.m.; Roland T. 
Kay, sls.m.; Petry, rep. 

— KHSL-TV (12) 180 E. 4th St. Cls. AA 
hr. $250. min. $55, ID $25. M. F. Woodling, 
st.m.: George Ross, nat.sls.m.; Avery-Kno- 


del, 

Eureka, eK VIQ-TV (6) End of Humboldt Hill 
Rd. Cls. A hr. $200, min. $35, ID $18. Car- 
roll R, Hauser, p. & g.m.; Frank M. Smith, 
sis.m.; Hollingbery, rep 

Eureka. KIEM-TV (3) Box 1021, foot of Bay 
St. Cls. A hr. $250, min. $50, ID $25. W. 
Edwin Smith, = m. & sls.m.; Blair Tele 
vision Assoc.. rep. 

Fresno, KFRE-TV (12) 733 L St. Cls. AA hr. 
$650 min. _— ID $75. Ed. J. Frech, exec. 
v.p. & st.m.; John Barrett, sls.m.; Blair- 
TV, rep. 





Directory 








Fresne, KJEO (47) Box 1/8. Cis. A hr, $600, 
min, $150, ID $75. Joseph Drillin v.p. & 
g.m.; William Edholm, c.m. ranham, 


rep. 
Fresno, aeeey (24) 1117 N St. Cis, AA hr. 
$600, 


$150, ID $75. John Edwards, 
st.m.; "Wiison Lefier, nat.sis.m, & prom. 
m; Katz, rep. 

Les Angeles, +-TV (7) Prospect & Tal- 

madge Aves. Cis. A hr. $2,300, AA min, 
ID $300. Selig J. Seligman, g.m.; 

Leitgn H, Rule, g.sis.m.; Katz, rep. 

Les Angeles, KCOP (13) 1000 N. Cahuenga 

Bivd., Bt Cis. A, hr. $1,500, min 

$425, ID $150. Alvin G. Flanagan, g.m.; 

Amos Baron, sis.m.; Petry, rep. 

Les Angeles, KHJ-TV (9) 1313 N. Vine St., 
Hollywood 28. Cis, A hr. $1.750, min, $400, 
ID $200. John T. Reynolds, v.p. & g.m.; 
Howard L, Wheeler, g.sis.m.; H-R, rep. 

Les Angeles, KNXT (2) e313 N. Vine St. Cls. 

hr. $3.750, AA min, $800, AA ID —y 


Les Angeles, KRCA (4) Sunset '& v ine. Cis. 
AA hr. $3.800. Thomas C. McCray, v.pp. & 
g.m.; James Parks, sls.m.; NBC Spot Sales, 


rep. 

Les Angeles, KTLA (5) 5800 Sunset Bivd., 

oy tes Cis. A hr. $1,500, min, $300, 
D $150. Jim Schulke, v.p, & g.m.; Henry 
Fan asst.g.m. & g.sls.m.; baw. rep 

Las “Angeles, TTV (ib) 5746 Sunset Blvd. 
Cis. AA hr, $2,000, min. $600, ID $290. 
Richard A, Moore, p. & g.m.; John R. 
Vrba, v.p.chg.sis.; Blair-Tv, rep. 

Redding, KVIP-TV (7) 2770 Pioneer Dr. Cis. 
A hr, $250, min, $42.50, ID $22.50, George 
C. Fleharty, p. & g.m.; Wm. Winters, 
sls.m. 

Sacramento, KBET-TV (10) 601-607 Seventh 
Ave. Cls. A hr. $850, min. $200, ID $100. 
George Greaves, st.m.; George J. Kapel, 
g.sls.m.; H-R, rep. 

Sacramento, KOCRA-TV S), xe Tenth St. Cls. 
A hr. $1,000, min, $250, ID $125. Ewing C. 
Kelly, g.m.; —_— E. Kelly, st.m, & sls. 
m. Petry, re 

Salinas, KSBW TV (8) 238 Jobe: St., Box 1651. 
Cis, AA hr. $425, min. $90, D $45. John C. 
p< a! p. & g.m.; Graham H Moore, sls.d. ; 
H-R, rep. 

San Diego, KFMB-TV (8) 1405 Fifth Ave. 
Cis. AA hr. $900, min. $230; ID $100. George 
Whitney, v.p. & g.m.; Bill Fox, st.m. & 
g.sis.m.; Petry, rep. 

San Diego, KFSD-TV (10) Highway % at 
47th St. ‘Cis. AA film hr. $850, min. $200, 
ID $90, William E. Goetze, exec.v.p. & 

g.m.; Jay Grill, v. p.ch.sls.; Katz, rep 
Tiju uana, Mex., XETV (6) 4229 Park Bivd., 
an Diego. Cls, AA hr. $800, min. $160, 
ID $80. Julian M. Kaufman, v.p. & g.m.; 
William G. Mueller, bus.m.;: Weed, rep. 

San Francisco, KGO-TV (7) ABC Radio-TV 
center, 277 Golden Gate Ave. Cls. AA hr. 
$1,700, 20 sec, $500, ID $250. John H. 
Mitchell. g.m.; David M. Sacks, sls.m.; 
Katz, rep. 

San Francisco, KPIX (5) 2655 Van Ness 
Cis. AA hr. ae 08, | min. $550, ID $275. 
Louis S. ~~ g.m.; Lawrence Fraiberg, 
sls.m.; Katz, rep. ¢ 

San Francisco, KRON-TV (4) 929 Mission St. 
Cis. AA hr. $1,700, 20 sec. $500, ID $250 
Harold P. See, g.m.; Norman Louvau, 
sls.m.; PGW, rep 

San Ra KTVU (2) 1 Jack 
London Sq.. Oakland. Cls. AA hr $1,000, 
min. $300, ID $125, William D. Pabst, g.m. 
Ward D. Ingrim, g.sls.m.; H-R, rep 

San Jose, KNTV (11) Box 1188, 645 Park 
Ave. Cis. A hr. $250, min. $60, ID $30. 
Roger Van Duzer, g.m.; Fran Conrad, 
g.sis.m.; Weed, rep 

San Luis Obispo, KSBY-TV (6) Mtn. View & 
Hill Sts. Cis. A hr. $220, min. $44, ID $20. 
Art Hapgood, st.m.; H-R, rep 

Santa Barbara, KEY-TV (3) 730 Miramonte 
Dr. Cls. AA hr. $450, min. $90, ID $45. 
Richard C. D. Bell, p. & g.m.; Bob Burris, 
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sis.m.; Headley-Reed, re 

Stockton, KOVR (13) 225 E. Miner Ave. Cls. 
A hr. min, $190, ID $88. Ned Smith, 
g.m.; Blair Television Assoc., rep. 


COLORADO 


Omenate Springs, KKTV (11) 512 S. Tejon 
St., Box 1078. Cls. AA hr. , min. $60, 
I “James D. Russell, p osm: — 

Ellis, v.p. & nat. sis.m.; Bollin, 

Colorado Springs, par (13) 399 s "Sth 

=. Cls. a hr. $225, $45, ID $22.50. 
Pag Hoin Jr pe Eh & sis.m.; 
Jay rdner, st.m earson, rep. 

Denver oN (9) 1089 Bannock,  &. AA 

min. $200, ID $100, Jose Rae 
», asst. to st.m.; reD. 

(7) 131 Speer ‘Blvd. Weis’ 
$200, ID $100. Hugh B 
-; Jack Tipton, st.m, & 


ID $87.50. Wil- 
. & g.m.; Richard Harris, 
t Sales, rep. 
"580. Lincoln St. Cls. A hr. 
$50. ve Mendel- 
sohn, g-m. ; ugh » *, 8 — 
& sis.m.; Blair Television Assoc 
Grand Junction, KREX-TV (5) “'Hillerest 
Manor, Cis. A hr, $150, min. $30, $15. 
Rex G. Howell, p. & g.m.; Robbie Robin- 
son, v.p. & tv.d. oe —* KFXJ-TV 
Montrose; Hal Holm 
Montrose, KFXJ-TV (10) "Statellite of KREX- 
TV Grand Junction. 
Pueble, KCSJ-TV (5) 2226 Television Lane. 
Cis. AA hr. $225, min. $45, ID $22.50. James 
Guy Croll, st.m.; Pearson, rep. 


CONNECTICUT 


Bower Lge? ad mm Box 9140. Cls. A 
hr. $100, min. $20. ID $10. Philip Merry- 
man, P. '& gm. 5 ‘waning Slater, v.p. & 
sls.m.: You 
Hartfor., WHC aa) 555 Asylum St. Cls. AA 
$700. min. $130, ID $65. Harvey J. 
a g.m.; Lamont Thompson, sls.m.; 
CBS-TV Spot Sales, rep. 
Hartferd-New Britain, WNBC (30) 1422 New 
hr. 
AA min, $140, AA ID $70. Peter B. 


Britain Ave., 
Kenney, v.p. & gm. : Robert J. Reardon, 
tv.sls.d.’; NBC Spot Sales. rep. 

Hartford. wre (3) 26 Grove St. Cls. AA 
hr. $1,000, minh. $170, we ID $73. Walter 
C. Johnson, v. P. &g Irwin C. Cowper, 
v.p. & g.sls.m.; orinaton, Righter, Par- 
sons. rep 

New —. WNHC-TV (8) 1110 aes St.. 
Box 1859. Cis. AA hr. $1,200, min. $270. ID 
$120. Edward D. Taddel, g.m.; John Cun- 
diff, sls.m.: Blair-Tv, rep. 

Waterbury, WATR-TV (53) 440 Meadow St. 
Cis. A hr. $200, min, $40. ID $25. Samuel 
R. Elman, g.m,. & c.m.; McGavren-Quinn, 
rep. 


DELAWARE 
eet. WVUE-TV (see Philadelphia, 
a. 


DISTRICT OF COLUMBIA 


Washington, WMAL-TV (7) 4461 Connecticut 
Ave. NW, Cls. AA hr. $1,750, min. $350, 
ID $175. Frederick S, Houwink, g.m.; Neal 
J. Edwards, sis.m.: H-R, rep 

Washington. WRC-TV (4) 4001 Nebraska 
Ave., N.W. Zone 16. Cls. AA hr. $1,250, 
min, $425, ID $200. Carleton D. Smith, 
v.p. & g.m.; hg -~p E. Coyle, sls.d.; 


NBC Spot Sales 
Washington, WTOP-_TV (9) Broadcast House, 


40th & Brandvwine NW. Cls. AA hr. $1,800, 
min, $400, ID $200. George F. Hartford. 
v.p. & g.m.; Robert A. J. Bordley, sls.m.; 
CBS-TV Spot Sales, rep 

ae. WTTG (5) c/o Raleigh Hotel, 
12th & Pennsvivania Ave. NW. 


m.:; A. Goustin, nat.sls.m.; Wee d, rep. 


FLORIDA 


Daytona sag WESH-TV (2) Box 1712. 
Cls. AA hr. $400, min. $90. ID $40. Walter 
Strouse. ; Jack Newsom, sls.m.: 
Avery-Knodel. rep 

Fort Myers, WINK" TV (11) Box 1072, 2824 
gl Beach Bivd. Cis. AA hr. $180. min. 

15. A. J. Bauer, g.m. & sls.m.: 
Walkeo-Regait rep. 

er yy WMBR-TV id Box 5187. Cls. 
AA hr: $850. min. $200. ID $90. Dave Boo- 
her, sls.m.: CBS-TV Sp L Sales, rep 

Jacksonville, WFGA-TV Ti) 1070 E. Keams 
St. Cls. AA hr, $600, min. $150. ID $75. 
Jesse H. Cripe. v.p. & g.m.: Ralph W. 
Nimmons. g.sls.m.: PGW, rep. 

Miami. WCKT (7) North Bav Causeway. 
Cis. AA hr. $950. min. $237, ID $119. Charles 
Kelly, st.m.; Robert L. Fidlar, sls.m.: 
NBC Spot Sales, rep. 

Miami, bt TV (10) 2075 Biscayne Blvd. 
Cis. A hr. $825, min. $210. ID $105. Walter 
Senetion g.m.: Bob Hanna, nat.c.m. 
Petry, rep. 
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Roy Jorgensen has been appointed lo- 
cal sales manager for KsBw-Tv Salinas 
as part of an expansion program by 
the Gold Coast Stations, it has been 
announced by Graham Moore, director 
of sales for KsBw-Tv and xsBy-Tv. Mr. 
Jorgensen was formerly a salesman for 
KSBW and manager of KYUM Yuma. 


Miami, WTVJ (4) 316 N. Miami Ave. Cls. A 
hr. $1,100, B min. $165, ID $140. Lee Ru- 
witch, exec.v.p. = g.m.; Bill Brazzil, v.p. 
chg. sls.; PGW, rep. 

Orlando, WpBo- TV (6) 30 S Ivanhoe Blvd. 
Cls. AA hr. $450, min. $90, ID $45, Harold 
S. —— p. & g.m.; Blair Television 

ssoc. 

Orlando, WLOF-TV (9) 639 W. Central. Cis. 

A hr. $400, min. $80, ID $40. Donn Colee, 
= & g.m.; Mrs. Lee Hall, sls.m.; Young, 


ne Beach, WPTV (5) 5 Cocoanut Row. 
Cls. A hr. $275, AA min. $0, ID $30. Ches- 
st.m.; Blair Television 

Assoc., 


Panama City. WJIDM-TV (7) Box 428, Hwy. 
98. Cls. AA . $175, min. $35, ID $17.50. 


West of Pensacola. Cis. A hr. 
$48, ID $24 


de Reyna, Ir. asst.g.™m. : bisieaners: rep. 
St. Petersburg, WSUN-TV (38) Municipai 
Pier. Cis. A hr. $400, min. ID $0. 
Fred P, Shawn, g.m.; Earl W. Welde, sls. 
m.: Venard. Rintoul & McConnell, ~~. 
Tallahassee-Thomasville, CTV (6) 2225 
Monroe, Tallahassee. Cls. AA hr. $400, 
aa $125. ID $62.50. L. Herschel Graves, 
mng.d.: Joe Hosford, st.m.; Blair Tele 
vision Assoc., rep. 
Tamp2-St. Petersburg, WFLA-TV (8) 905 my 
Jackson St.. A hr. $850, min. 
q . Harvey. v.p. & 
: William B. Faber, sls.m.; Blair-Tv, 


rep. 

Tampa. WTVT (13) oms Grand Central Ave.. 
Box 1198. Cls. AA hr. $850, min. $220, 1D 
$110. Eugene B. Dodson. exec.V. vn, & m. 
John Haberlan. c.m. & asst. m.: Katz, rev. 

West — Beach, WEAT-TV (12) Box 70. 
Cls, AA hr. $300. min. $60. Bertram Lebhar 
JY... aes & g.m.: Ed J. Hennessy, 
g.sls.m.; Venard, SRintoul & McConnell, 
rep. 


GEORGIA 


Albany, WALBTV (10) Stuart Ave. at 
Greenwood Dr. Cls. A hr. $250, min. $50 
ID $25. Raymond E. Carow. g.m.: Jack 
Sholar, sls.m.; Venard, Rintoul & McCon- 
nell, ren. 

Atlanta. WAGA-TV (5) 1018 W. Peachtree 
St.. N.E. Cls. AA hr. $1,000, min. $275. ID 
$138. J. Robert Kerns, v.p. & mng.d.; Katz, 


rep. 

Atlanta. WLW-A (11) 1611 W. Peachtree St., 
N.E. Cis. AA hr, $1,000_ min. $225, ID $115. 
Harry LeBrun, v.p. & g.m.; James H. 
Burgess. slsm.: Croslev. rep 

Atlanta, WSB-TV (2) White Columns. 1601 

. Peachtree St.. N.E. Cls. A hr. $1,000, 
min, $250. ID $125. Marcus Bartlett, g.m.; 
Don Elliot Heald. c.m.: Petrv, rep. 

Augusta. WIBF (6) Tv Park. Cls. A hr. $350, 
min. $75. ID $37.50. J. B, Fucua, ov. & g.m.; 
T. J. Hennesv. sis.m.: Hollingbery, rep. 

Aucusta, WRDW-TV (12) 1301 Georgia Ave., 
N. Augusta. Cls. AA hr. $350, min. $75, 
ID $37.50. J. . Hicks. pa Lou Strat- 
ton. sls.m.: Rranham. re 

Columbus, WTVM (28) Sor 1640 1307 First 
Ave. Cis AA hr. $300. min. ‘ 

Guy Tiller, g.m. & nat.sls.d.; Headley- 
Reed, rep. 


Celumbus, WRBL-TV (4) 1350 13th Ave. Cis. 
AA hr. q 0, D $45. Ridley Bell, 

st.m.; George ‘‘Red’’ Jenkins, nat.sls.d.: 

Frank Ragsdale, st.m. & loc.sls.d.; Young, 


rep. 
Macon, WMAZ-TYV (13) Bankers Insurance 
Bldg. Cls. A hr. $360, min, $72, ID 
Wilton E, Cobb, 7; 
c.m., Avery-Knodel, 
Savannah, WSAV-TY (3) ) Liberty Nat. Bank 
Bldg. Cls. AA hr. $300, min. $60, ID $30. 
Harben Daniel, p. & g.m.; Mack Hum- 
s pidge, c.m.; Blair Television Assoc., rep. 
Savannah, WTOC-TV (11) 516 Abercorn St. 
Cls. AA hr, $300, min, . ID . aes we 
Knight, .. DP. & g.m.; Ben Williams, 
exec.v.p. & c.m.; Avery-Knodel, rep. 
Thomasville, Wwerv (see Tallahassee, Fla.) 


IDAHO 


Boise, KBOI-TV (2) 1007 W. Jefferson St. 
Gs. A hr AA min. $60, 25. 
Westerman Whillock, p. & g.m.; Earl 
Glade, Jr., st. & c.m.; PGW. rep 

Boise, KIDO-TV (7) 709° Idaho St. Cis, A hr. 
$250, AA min. $60, ID $25. Georgia M. 
Davidson, p. & g.m. , Soe Ganz, sis.m. 
Blair Television Assoc., 

Idaho re KID-TV (3) ot E, 17th St. 
Cls, A hr. $250, min. $60, ID $25. C. N. 
“Rosy” Lay _ g.m.; Claude Cain, st.m.; 
Gill-Perna. 

Lewiston, KLEW- TV (3) Satellite of KIMA- 
TV, Yakima, Wash. 

Nampa, KCIX-TV (6) Boise. Cls. A hr. $200, 
AA min. $40, ID $20. Roger Hagadone, 
g.m. & sls.m.; McGavren-Quinn, rep. 

Twin Falls KLIX-TV (11) Box 432. Cls. A 
hr. $175, min. $43.75, ID $17.50. Cecil L. 
Heftel, v.p. & g.m.; Joe Gibney, st.m.; 
Gill-Perna, rep. 


ILLINOIS 


Bloomington, WBLN (15) Box 646. Cls, A 
hr. $120, min. $24, ID $6. Worth S. Rough, 
Willard A. Nichols, sls.m.; Jack 

Masia, rep. 
Champaign, WCLA (3) 509 S. Neil. Cls, AA 
hr, $900, 20 sec. $190, ID $95. A. C. Meyer, 
Pi Guy Main, v.p, & sls.d.; Hollingbery, 


chien. WBBM-TV (2) 630 N. McClurg 
Court. Ce, a! hr. $4,500. ID $450. H. Leslie 
Atlass, ye g.m.; George Arkedis, sls. 
m.; CBS-TV Spot Sales, rep. 

Chicago, WBKB (7) 190 N. State St. Cls. A 
hr. $2,400, min. $700, ID $350. Sterling C. 
Quinlan, v.p.; Mathew E. Vieracker, g.m.; 
Blair Tv, rep. 

Chicago, WGN-TV (9) 441 N. Michigan Ave. 
Cls. A hr. $1,800, min, $450, ID $225. Ward 
rn v.p. & g.m.; Bradley Eldmann, 

sls.m.; Petry, rep. 

dian. WNB@Q (5) Merchandise Mart Plaza. 
Cls. AA hr. ,000, 20 sec, $900, ID 
Jules Herbuveaux, v.p. & g.m.; Russ Steb- 
bins, sls.d.: NBC Spot Sales, re Pp. 

Danville, WDAN -TV (24) 1500 N. W ans 
ton Ave, Cls. A hr. $150, min. $25, 

Max Shaffer, st.m.; John D. Eckert, 4 7 
Everett-McKinney, rep. 

ay haligg £1 (17) Box 829—Southside Dr. 
Cis. A hr. $350, min. $70, ID $35, Ben K. 
West, st.m.; Gill-Perna, rep 

Harrisburg. WSIL-TV (22) he Television 
Bldg., 21% W. Poplar St. Cls. A hr, $150, 
min. $30, ID ‘$15. O. L. Turner, st.m.; 
Walker, rep ; 

La Salle. WEEQ-TV (35) Commercial Nat'l 
Bank Bldg., Peoria. Fred C. Mueller, v.p. 
& g.m.: Headley-Reed. rep. 

Peoria, R4-¢° TV (43) 2907 Springfield Rd. 
Cis. AA hr, $600, min. = ID $60. Fred 
.. ‘Mueller, v.p. & g.m.; John Leslie, sls. 
m.: Headleyv-Reed, rep. 

Weesia. WMBD-TV (31) 212 S.W. Jefferson 
Ave. Cls. AA hr. $500, min. $100, ID $50. 
Robert O. RERROTTO, V.D. & tv.d.; Rob- 
ert M. Riley. Jr.. sls.m.: PGW. rep. 

Peoria. WTVH (19) 621 Main St Cis, AA 
hr. $550, min. $110, ID $55. Harold V. 
| Ne gel g.m.; William P. Pipher, sls.m.; 
Petry, 

Quincy, KHOA-TV V (see Hannibal. Mo.) 

nae ty WGEM-TV (10) Hotel Quincy Cls. 
A hr. $400, min. $80. ID $40. Joe Bonan- 
singa, g.m.: J. Ben Stewart, c.m.; Young, 
rep. 

Rockford. WREX-TV (13) Auburn & Winne- 
bago. Cls. AA hr. $450, min. $90. ID 345. 
J. M. Baisch, g.m.; A. J. Bilardello, loc. 
sis.m.; H-R, rep. 

Rockford. WTVO (39) N. Meridian Rd. Cls. 

hr, $300, min, $60, ID $30. Harold Froe- 
lich, g.m.; Gene Denari, sls.m.; Headley- 
Reed, rep. 

Rock Island, WHBF-TV (4) Telco Bidg., 
231 18 St. Cls. AA hr. $900, 20 sec. $200, 
ID $100. Leslie C. Johnson, v.p. & g.m.; 
Maurice Corken, asst.g.m. & sls.d.; Avery- 
Knodel, rep. 

Springfield, WICS (20) 523 E. Capitol Ave. 
Cls. AA hr. $400, min, $80, ID $40. Milton 
D. Friedland, — Warren R, King, loc. 
sls.m. ; Young. 

Springfield, WMAY- rv Pis6) Fall 1958 


$36. 
Frank Crowther, 





INDIANA 


Anderson, WCBC-TV (61) Fall 1958 

Bioomington, WTTV 
ye Cis. AA hr. 
ID $90. Herb Nelson, g.m.; yy BS Willis, 
nat.sis.m.; Meeker, rep, 

Evansville, WFIE-TV (14) 1 Mt, Auburn 
Rd. Cls, AA hr. $350, min I 
Berry Smith, v.p. & g.m.; ; Lee Browning, 
g.sis.m. Raymer, rep. 

Evansville-Henderson, Ky., WEHT (50) Box 
395, Evansville. Cls, AA hr. $400, min. $80, 
ID $30. Edwin G. Richter, Jr., p. & g.m.; 
Howard Duncan, sis.m.; Young, rep. 

Evansville, WTVW (7) ‘405 Gee. St. 
Cis. AA hr, _ $350, min, $70, ID $35. ck 
Shively, m.; Al McKelfresh, sls.m. ; isk 
lingbery, con. 

Fort ar ne, WANE-TV (15) 2915 West State 
Bivd. Cls. AA hr. $500, min. , I $55. 
R. Morris i: % 9 & g.m.; John 


Keenan, sls.d. ; way xe 

Fort Wayne, Wiser 3s) 220 E. Jefferson 
St. Cls, AA hr, $500, min. $100, ID $50. 
Edward G, Thoms, oe g.m.; Carleton 
B. Evans, c.m.; H-R, 

Fort Wayne, WPTA-TV eb) 8 Butler Rd. 
Cis. AA hr. $400, min, $80, ID $40. Ronald 
R. Ross, gm. i Richard D. Morgan, sls. & 
prom.d. ; Wii: 

Indianapolis, BM-TV (6) 1330 N. Merid- 
ian. Cls. AA hr, $1,300, min. $300, ID $150 
een Campbell, v.p. & g-m.; Don Menke, 

lndienapelie, S. WISH-TV (8) 1440 N. Meridian 
St. Cis. $1,300, mi D $150. 


rep. 
(is), Soa Merchant's 
Cls. AA hr, $1, 100, min, $200, 
ID $100. John Babcock, g.m.; Bob Lamb. 
sls.m.; Crosley, Bomar Lowrance, NBC 
Spot Sales, hy Eo 

Lafayette, WF. ey. (59) McCarty Lane. 
Cls. A hr, $200, I ‘ Henry 
Rosenthal, ao: ah 'Pittenger, c.m. 
Rambeau, rep. 

Muncie, WLBC-TV (49) Radio Center, Box 
271. Cis. A hr, $225, min, $50, W. F. Craig, 
v.p.; Hal Holman, rep. 

South Bend, WNDU-TV (16) Box 989. Cls. 
A hr. $500, min, $100, ID $50. Bernard C. 
Barth, v.p. & g.m.; Wiliam Thomas 
Hamilton. sls.m. ; Petry, rep. 

South Bend, WSBT-TV (22) Broadcast Cen- 
ter, 300 W. Jefferson Blvd. Cis. hr. 
$500, min, $100. Neal B. Welch, g.m.; Will 
Darch, c.m.; Raymer, rep. 

Seuth Bend-Elkhart, WSJV-TV (28) Box 
2828 South Bend. Cls, A hr. $300, min. $60, 
ID $30, Paul C. Brines, ve & g.m.; Vince 
Doyle, nat.sls.d.; H-R, 

Terre Haute, WTHI-TV (10) 918 Ohio St. 
Cls. AA hr. $600, min, $120, ID $60. J. M. 
Higgins, g.m.; George A. Foulkes, nat. 
sls.m. ; Bolling, rep. 


IOWA 


Ames, WOI-TV (5) Service Bldg., Iowa State 
College Campus, Cls, A hr. $650, min. $140, 
ID $70. Robert C, Mulhall, g.m.; Ted 
Tostlebe, c.m.; Weed, rep. 

Cedar Rapids. KCRG-TV (9) First Ave. at 
First St. SW. Cls. A hr. $500, min. $100. 
ID $50. Redd Gardner, em. Joseph W. 
McMurray, sls.m.; re 

Cedar Ra pids, wir TV ' (2) ‘Paramount 
Theatre Bldg. Cis, AA hr, $625, min. $125, 
ID $62.50. William B. Quarton, exec. v.p. 
& g.m.; Lewis Van Nostrand, v.p. sls.: 
Katz, rep. 

Davenport, WOC-TV (6) 53 Brady St. Cis. 
AA hr. $900, min. $225, ID $110. Ernest C. 
Sanders, res. m.; Mark Wodlinges sls.m. ; 
PG W, rep. 

Des Moines, KRNT-TV (8) KRNT Center, 
9th & Pleasant Sts, Cls. A hr. $700, min. 
$160, ID $80. Robert W. Dillon, v.p. & 
g.m.; Paul M. Elliott, c.m.: Katz. rep. 

Des Moines, WHO-TV (13) 1100 Walnut St 
Cls. AA hr. —— min, $150, ID $75. Paul 
A Loyet. v.p. & res.m.; Robert H. Harter, 
sls.m. PGW. rep 

ie Dodge. KQTV Pioty 912 1st Ave. S. Cls. 

hr. $150, min. $40. ID $25. Edward Breen, 
Rollie Camp, sis.m.:; Pearson, 


Pp. 

Mason City, KGLO-TV (3) 2nd & Pennsyl- 
vania, Cis. A hr $400, min. $40. 
Herbert R. Ohrt, exec. V.D.&g.m. ; Walter 
J. Rothschild, nat.sls.m.; Weed, rep. 

Ottumwa. KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 1 & Grandview. 
Cls. AA’ hr. $400, min. $90, ID $45. Diet- 
rich Dirks, p.&g.m.: Gene Flaherty, v.p. 
&sls.m.; Hollingebery, rep 

Sioux City, KVTV (9) Th. & Douglas St. 
Cis. AA hr. $425, min. $100, ID $50, Don- 
ald D Sullivan, Robert B. 
Donovan, ¢c.m.: Katz rep. 

Wapoatee, KWWLTV '(7) Insurance Bldg., 
E. 4th & Franklin, Cls. AA hr, $625, min. 
$125. ID $62.50. John Esau, g.m.: James 
S. Dugan, nat.sls.m.; Avery-Knodel, rep. 


KANSAS 


Ensign-Cimarron, KTVC (6) Satellite of 


C. Wrede Petersmeyer (above), for- 
merly chairman of the executive com- 
mittee of Gulf Television Corp., has 
become president of the corporation 
with the resignation of Paul E. Taft 
from that position and that of general 
manager of the company’s station, 
KGUL-Tv Houston. The station is one of 
the Corinthian group. James C. Rich- 
dale Jr., vice president and general 
manager of another Corinthian station, 
KOTV Tulsa, has become acting man- 
ager of KcuL-tv. Mr. Richdale will 
temporarily divide his time between 
the two stations. Mr. Taft’s resignation 
is to enable him to devote full time to 
personal affairs. He will continue to 
serve as director of Gulf Television. 


KAKE-TV Wichita; Katz, 
Garden City KGLD-TV (it) PSatellite of 
KCKT Great Bend, 
Goodland, KWGB-TV (10) Fall 1958 
Great Bend, KCKT (2) Box 182, 4 miles N. 
on Hwy. ol. Cls. AA hr. $300, min. $60, 
ID $30. L. Kuhlman, opertns.m.; O. D. 
(Mike) aR, sls.m. Bolling, rep. 
ae. —e (7) Satellite.of KAKE-TV 
chita 
Pittsburg, KOAM-TV (7) Box 608. Cls. A 
hr. $300, min. $60, ID $30. R. E. Wade, 
gm.&sls.m.; Katz, rep 
Tokepa, WIBW. -TV a3) “Box 119, Broadcast 
Hill. Cls. AA hr. $550, min. $110, ID $55. 
Thad M. Sandstrom, g.m.; Ray Senate, 
nat.sals. coordinator: Avery-Knodel, x 
— KAKE-TV (10) 1500 N. West. 
hr min. $135, ID i 
iota Vv. p.&g.m. ; Donivan D. Wald- 
ron, nat.sls.m.; Katz, rep. 
Wichita, KARD-TV (3) 833 N. Main. Cls. 
AA hr. min. $150, ID $75. Wm. J. 
v.p.&g.m.; Don Shbarra, 
.d.; Petry, rep. 
Wichita-Hutchinson: KTVH (12) 2815 E. 
37th St. N. Wichita. Cls. AA hr. $575, 
min. $135, ID $67.50. Howard O. Peterson, 
g.m.; Eugene F. Gray, g.sls.m.; Blair 
Television Assoc., rep. 


KENTUCKY 


Henderson, WEHT (see Evansville. Ind.) 

Lexington, WKYT (27) 1087 New Circle Rd., 
N. E. Cls. A hr. $250, min. eS 
Robert C. Wiegand, gm.; Zack Hiil, sls.m. : 
Pearson, rep. 

Lexington, WLEX-TV (18) 134 N. Limestone 
St. Cls. A hr. $218.50, min. $36.65 ID 
$21.85. Earl L. Boyles. exec.vp.&g.m.: 
Jim Pennock. sls.m.; Bolling. rep. 

Louisville, WAVE-TV (3) 334 E. Broadway. 
Cls. AA hr. $1,025, min. $230, ID $115. 
Kethen Lord, v.p.&g.m.; Ralph Jackson, 


NBC Spot Sales rep. 
Lowen. WHAS-TV 525 W. Broad- 
$1000, min. $200, ID $100. 


way. Cls. A hr. 

Victor A, Sholis. : : 
len, sls.d.; Herrington, Righter & Par- 
sons, rep. 

Paducah. WPSD-TV (6) 100 Television Lane, 
Box 1037. Cls. A hr. $400. min. . L 
Sam Livingston, g.m.; Charles M. Neel, 


sls.m.; Pearson. rev. 
LOUISIANA 


Alexandria, KALB-TV (5) 605-11 Washing- 


ston St. Cls, AA hr. $250, min. $50, ID $25. 
Willard L. Cobb, g.m.enat.sis.m.; J. R 
Sexton, loc.sis.m.; weed, rep 

Baton Rouge, WAFB-TY 929 Govern- 
ment St. Cis. A hr. $250, min. $40, ID 
Tom E, Gibbens, p.a&g.m. a Rhys, 
c.m.; Blair Television Assoc. 

Baton Rouge, WBRZ (2) 1650 ‘Highland Rd. 
Cls. AA hr. $475, min. $110, ID $55. Doug- 
las Manship, p.&¢-m.; R aaa L. Mayeux, 
sis.m.; Hollingbery, 

-TV 10) Piso1 Oak A Cis. 
i ._ ID mm Dierreil 


Hamm .&sis 

Lake Charles KPLC-TV (7) ‘Division Ss. 
Cis. A hr. $250, min. $50, ID $25. Pelham 
me Jr., g.m.; Art Reuben, sis.m.; 


Lake $°Unaries, KTAG-TV (25) 645 15th St., 
Box 173. Cis. A hr. $150, min. $25, ID 
$12.50. Raymond a g.m.; Harper 
Clark, m.; Pearson, 

Monroe, KNOE-TV (8) Oliver Rd., Box 1472. 
Cis. AA hr. $400, min. ba? ID $40. Paul 
H. Goldman, v.p.& me. Noes Ansell Jr., 
tv.sls.&prom.d.; H- 

New Orleans, WDsU-TV *t6) 520 Royal St. 
Cis. AA hr. $1,100, min. $250, ID $12. 

y, exec. v.p.@g.m.; A. 
;: Blair-TV, rep. 
(20) Jung Hotel. 
Cls. AA hr, $600, min. $90, ID $60. Mort 
Silverman, g.m.; Paul Beville, c.m.; Weed, 


rep 

Now ‘Orleans, WWL-TV (4) 1024 N. 
rt St. Cls. AA hr. $900. min. $225, ID 
— W. H. Summerville, g.m.; Katz, 


gneece rt, KSLA-TV (12) Box 92. Wash- 
‘antes Youree Hotel. Cis. A hr. $500, AA 
min. $125, ID $62.50. Winston B. Linman, 
st.m.; Deane Filett, sls.m.; Raymer, rep. 

Shreveport, KTBS-TV (3) 312) E Kings Hwy. 
Cis. A hr. $500, min. $125, ID $62.50. Pat- 
rick J. White, st.m.; Joe B Foster, c.m. 
Petry, rep. 


MAINE 


, WABI-TY (5) 57 State St. Clas. AA 
Mai $575, min. $75, ID $40. Richard Bron- 
son, m. ; McCausland, sis.m.; Hol- 


lingbe 
mane. BE-Ty A 7 Main St. Cis. A hr. 
$300, m min. $60, ID $30. Rudolph Marcoux, 
g.m.; Venard, ae = ——_ re. 
(8) Riccar Inn “ 
Poland 4, ag ID $40. Robert L. 
Maynard, Se aia Knight, rgnl.sls.- 
m. Harrington, Righter & Parsons, rep. 
Portland, WCSH-TV (6) 157 High St. Cls. 
AA hr. $500, min. $100, ID $50. William H. 
Rines, pimns <: E. B. Lyford, exec.- 
to p.: Weed, rep. 
Pontiand, WGAN-TV (13) 390 iongnene St. 
Cis. AA hr. $500, min. $100, ID $50. Sam- 
uel G. Henderson, Jr., m.; Robert W. Jen- 
nings, loc.sis.m.; Avery- -Knodel, rep. 
Presque ase. WAGM-TV 489 Main St. 
Cis. AA hr. $225, min. $45, ID $27.50 Stan- 
ley A. Lyons, actingm. : William P. } 
len, nat.sls.m. Hollingbery, rep. 


MARYLAND 


ae ore, WBAL-TV (11) 2610 N. Charles 
st. Zone 18 Cis. AA hr. $1,500, min. $350, 

D $175. Leslie H. Peard Jr. v.p.&st.m.; 
Willis K. Freiert, asst.st.m.&sls.m.; Pe- 


Baltimore, WIZ-TV (13) Television im. 
1,540, min. 
ae Joseph P. Dough- 


Larry a, israel. §. m3 = 
ty, sils.m air-Tv, r 

Baltimore, WMAR-TV (2) 2 W. Redwood 
St. Cls. AA hr. $1,500, min. $350, ID $175. 
E. K. Jett, v.p.&tvd.; E. A. Lang, sls.m.; 

ecuttt..? woo: TV (16) Radio-Tv_ Park. 
Cis. A’ hr. $200, min. $37.50, ID $20. 
Charles J. Truitt, v.p.,g-m.&nat.sls.m. ; H, 
Wendell Henry, loc sls.m.; Headley-Reed, 
rep 


MASSACHUSETTS 


Adams, (19) Len Lavendol, res.m. Satellite 
W-TEN Albany, N. 
mh, WBZ-TV (4) 1170 Soldiers Field Rd. 
Cis. AA hr. $2,400, 20 sec. $590, ID $295 
Franklin A. Tooke, g.m.; James E. Allen, 


THDH-TV (5) 6 St. James Ave. 
. $2,500, min. $500, ID $250. Wil- 
liam AS McGrath, v.p.&mng.d.; Alexan- 
der M. Tanger. v.p.&sls.d.: Blair-TV, rep. 
Boston, WNAC-TV (7) 21 Brookline Ave. 
Cis. A hr. $2,200, min. $380, ID $170. Nor- 
man night, p.; Thomas H. Bateson, v.p.- 
sls.; H-R, rep. 
Boston. WMURB-TV (see pe Mae H.) 
Springfield-Holyoke, HYN 
anon . Ah hr. $600, min. $140, Ip $60. 
Charles N. DeRose, v.p.&g.m.; Patrick J. 
Montague, sis.m.; Branham, rep. 
Snetag hts. WWLP (22) Box 2210. Cis. AA 
$700, min. $170, ID $70. William _ L. 
| p.&g.m.; James H. Ferguson Jr., 
g.sls.m. : Hollingbery, rep. 
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MICHIGAN 
ay hg me (5) Fiint Air- 
re Faint, , min 


Nees Gerity Jr. p. & g-m. Rus 


hri sls. ; xf Py 

iliac, WWE “iv N. N. P Mitchell St. 
= . $350, - &. ID $35. Gene 
Ellerman,” v. V.p., §-m, fe a aryl 
t 
Detroit Bie 8h (9) ‘shoo cuardiai » Hig 

Cis. A hr. $1,400, min. $280, I 
Carapeatu, > ,y xm; RA y RA 


Detroit, WRK. Kore” a “7441 fone Ave. 
r. $2,600, min. $850, D $325. Bill 
Michacts, A >. & mng. a Kath T. Me 


Katz 

peteolt wistv (4) 622 Bs gn ette. 
Cis. A hr $2,400, min. SA win 
K. Wheeies g.m.; root, wok g.m 


PGW, 

Detroit, Wxyz-TV (7) 28 W. Adams, Cos. 
AA $2,200, min. $550, ID $220. John 
Pival, ev wane Ralph Dawson, tv sls. d.; 
Blair-Tv, rep. 

Flint, WIRT aa) 2302 Lapeer, Zone 3, A. Dono- 
van Faust, m. (Nov. start scheduled. J 


Grand Rapids, WOOD-TV ~ = College 
Ave. vr Cis, AA hr. $1,175, m $270, 
$135. Willard eg ye P. at Arthur 

a 


Ses WK! 3) 590 Ww. Maple 4 
D_ $135. 





ton St. Cls. A hr. $200. 
— Treloar, g.m.; Robert Luke, st, & 


sls. 
inaw " WHNSCTY (57) 221 Ss. Washin 
Cis. A hr. $375, min, $60, I 
William F Edwards, = het obert 
M. Chandler, c.m. Gill-Perna, Bi 
Traverse oN. WPBN-TV (7) 314 E E. ons | ~ 
Cls. AA h $200, min, $20. 
Anderson, ‘st. m.; Robert ye a : 
Hal Holman, rep. 


MINNESOTA 


Alexandria, KCMT (7) Glenn Flint, g.m. 

Austin, KMMT-TY (6) 218 Bradley Bldg., 10 
E. Superior St.'Cls. A hr. $200, min . $40, 
ID . Thomas L, Young, g.m.; * Don 
Jones, loc. sls. very-Knodel, rep. 


m.; A 
Duluth, KDAL-TV (3) 10 E. Superior St. 
Cis. AA hr, Odin 


$500, min. $110, ID $50. 
Ramsland, v.p. & g.m.; John Grandy, sls. 
m. ; Avery-Knodel, rep. 
Duluth-s uperior, Wis., two (6) 230 
Su gg 3 St., Duluth, Cis. AA hr. $500, 
a 0. ID $50. Clarence D, Tully, g.m.; 
Carlo poe A gp. sis. ; PGw, rp. 
Minneapolis KMSP-TV a: Foshay Tower, 
Zone 2. Cis, AA hr. $1,200, min. $240, ID 
$96. Don Swarts, g.m.; R, J. Burtertield, 
sls. m.; H-R, re 
Minneapo olis-St. ‘Paul, KSTP-TV Se 3415 Uni- 
versity. ve., St. Paul. Cls. AA hr, $1,650, 
min. ¥s00 ip $180. Stanley E. Hubbard, 
> g.m.; Secvan Rosene, v.p. & sls, m. 
iene: rep. 
eapolis, WCCO-TV (4) » 5 a % Gs. 
= hr. $1,600, min. $400, ¥ Y an 
page gg exec, v. D; "Robert N . Ek- 


strum, sls. PGW. 

Minneapolis, WTCN-TV ‘ab P5905 Dem Blvd. 
Cls. hr, $1,200, min. $250, P E> 
Phil Hofman, v.p. & g.m.; James ® 
g. sls. m.; Katz rep. 

Rochester, KROC-TV (10) 100 1st Ave. Bldg. 
Cis. AA hr. $300, min. $60, ID $30. Willard 

pman, st.m.; Will Jackson, sls.m.; 
Meeker, rep. 


MISSISSIPPI 

Culupius, WCBLTV aa”) Gilmer Hotel. om. 
Se ba me. ID $15. P. B. Hin- 
Wy. Whitfield, sls. m.; 

Fravett Metinnes. re 
Hattiesburg, WDAM-T ® Box 1649. Cis. 
A hr. $175, min. $35. I D $17.50, Marvin 
Se. pA & g.m.; Jerry Keith, sls, m.; 


Pearso’ 

Gusheom. “WITV (12) Box 8187. Cis, AA hr. 
$400, min. $90, ah ae Owens F. Alexander, 
st. m. & nat, sls. ; Bill Carlier, loc. sls. 


m.; Katz, re 
Jackson, Wrst m.) 715 S. Jefferson St. Cs. 
A_hr. $45. Fred 
+ gy A Gentry, sls. m. . Holling: 
wesiiat WTOK-TV (11) Southern 5 fb 
A_hr. $275, m 


$27 50. "Robert F- Wright, P. Fe 
Crooks Jr., v.p. & ¢.m.; fidsdley-Reed, 


Tupel, WTWV (9) Booch preines Ri Rd. Cls. 

hr, $150, min. $30, I D $18. Frank 
Spain, vo. & °.m.; Hills Jr., 
¢.m.; John Masia, rep. 


MISSOURI 


Cape Gipentmen. KFVS-TV (12) 324 ret 
way. Cis. AA hr. $600, min. $120, ID $60. 


arles H. 
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Roger Garrett has been appointed local 
sales manager of wstv-Tv Steubenville, 
it has been announced by John J. Laux, 
general manager. Mr. Garrett was for- 
merly assistant manager of WSEE Erie 
and was with went Evansville and 
KNAC-TV Fort Smith. 


gma O. Hirsch, st. a+ Jack Ramey, 
m.; Hea@lev-Reed. 
Coluinbia, KOMU-TYV (8) Highway 63 South. 
Cis. AA hr. $300, min. $ou, {V $su. G.enn 
¢ — g.m.; John O: Conwell, ¢.m.; 


H-R, re 
maaethal atncy, Ill., KHQA-TV (7) WCU 
Blidg., Quincy, Ill. Cls. A hr. $400, min 
$80, ID $40. Walter J. Rothschild, g.m. & 
oat. sls. 7. Robert W. Eickmeyer, pgm. 


; Wee 

Sdisinee. City, Dev (13) Callaway ms 
Farms. Hwy. N. Cis. AA hr. $300; m 
$60, I . Robert Blosser, g.m.; "Ron 
— sls.m.; Blair Television ‘Assoc., 

Joplin, KODE-TV (12) 1928 W. 13th. Cls. A 

$300, min $67.50. ID $30. Harry D. 
Burke v.p. & oo: D. T. Knight, sls.m. ; 
Avery-Knodel. 

Kansas City KCMO-TV (5) 125 E. nt St. 
Cls. AA hr. $1.350, min. $300, ID $150. 
E. K, ———. g.m.; S. B, Trembie, 
e.m.; Katz, 

Kansas City KMBC-TV (9) Rags °* Bite. 
lith & Central. Cis. A % hr, $480, n. 

60, ID $80. John T. Schilling, v.p. & 
g.m.: George J. Higgins, v.p. & sls.m.; 


an weer TV (4) 3030 Summit 

St. Cls. age min. $212, ID $106. 
William 4 , K- E. Manne Russo, 
sls.m. : Hafrington, Righiter. & Parsons. rep. 
Kirksville, KTVO ( oes, St.. Ottum- 
wa, Ia. Cls. A. S00. $60, ID $30. 
Berg Allison, st.m, & sism: Hollingbery, 


rep. 
St. Joseph, he” $000. min (2) pal é, pesson &. 
D $50. 


Nelson. v.p. & £ .. Tea} Branson, Ba 
m.: Blair Prelevision Assoc 

St. ‘Louie, KMOX-TV (4) Azh "é ‘Cole Sts., 
Zone 6. Cls. AA hr. $1, $330. ID 
$165, Gene Wilkey, g.m.: Echarles McAbee, 
g.sls.m.; CBS-TV Spo’ t Sales 

a he x KSD-TV et Tint Olive ' St. Cis. AA 

$1,200, min. $300. 150, Harold 

pa ore. £m; < : Gay E. Yeldell, sls.m.; NBC 

St. Nae KTVT @), ae Berthold Ave. Cs. 
AA hr. $1, $250. ID $125, J. 
Bernard, V.D. ‘es gin Sheun F. Raves. 
nat.sls.m.: Blair-Tv. 

Sedalia, KDRO-TV (6) “Zioo yy, Broadway. 
Cis. A hr. $200, min. $30, ID $25. Miss Le 
Snepman, tk Harry Trotman, sis.m-; 


Springiield, *ETTS-TV (10) Box 1716 See. 
$325, min. $81.25, ID $32.50. 
Pearson, ‘Ward, —_ & g.m.; Jack Dloyd: 


sls. Wee 
Springfield. Kyrv. Ys) soe ¢ Sabine, ce. 
A hr. $325, AA min. $81.25, ID $40.65. R. L 
Stutiebam., co-m. 
Hollingbery, rep. 


¢c.m. rena Fox, co-m. 


MONTANA 


Biiings, KGHL-TV (8) 214 N. 30th St. Cis. 
$200. Jeff yt g.m.; Warren 
Marshall ¢.m.; t Ses 
Billings, KOOK-T vay ‘Box ‘2557. Cls. A hr. 
$200, min. $45. ID $22.50. Edmund Pest: 
eget John H. Conner, c.m.; Gill- 


Butte, KXLF-TV (4) 1003 S. Montana. Cls. 
4 Sr. . min, $40, ID $20. E. B. Craney. 
Arne Anzjon, sis.m. Walker, rep. 
Glendive, KXGN-TV (5) 1228. Merrill Ave. 
Cls. A hr. $125, min. $25" ID $12.50. Daniel 


s.m.; Karl Johnson, sls.d.; 


TV (5) Box zi. Cis. 
n, , ID $20. J. P. Wil- 
kins, P. -m, Cc. Blanchete, * stm. 
& c.m.; Blair Television Assoc rep. 
Great Falls, KRTV (3) Box 1815" Cis’ "A hr. 
Dan Snyder, g.m. & sls.m.; Forjoe, 


TV (12) Satellite of KXLF- 


te. 

KMSO-TV (13) 340 we Main. Cls. 
AA hr. ” $200, m min, #40, ID . J. Mosby, 
p., g-m. & sls.m.; Clil-Perna” rep. 


NEBRASKA 
Hastings, KHAS-TV (5) Box 476. Cls. A hr. 
$250, min, $43.75, ID $21.88. Duane L. 
Watts, g.m. & sis.m.; Robert E. Schnuelle, 


eed rep. 

KDUH-TV (4) Satellite of 
, Rapid City, Ss. D. 
ter, L-TV (6) Satellite of 


KHO LTV (13) 414 E, Ave., 

e. Cls. yyr4 $350, min. $70, ID $35. 

Ibert, am. & sis.m.; Meeker, rep. 
Lincoln, KOLN-T V (10) 40 & W. Cis, AA hr. 
50, D $45. A. James Ebel, 
V.p, aE. Lester C. Rau, sls.m.; Avery- 


Knodel, rep. 
McCook, KOMC (8) December 1958 


Omaha. < " 
AA hr, ID $100. Eugene 
Ss. Thomas, V.D. & g.m.; Robert O. Paxson, 


sls.m.; H-R. 
Omaia, kurv "() 2615 Farnam St. Cis. AA 
. $900, mi ID $115 ey — Saddler, 
. Swisher, ge. 


Omah _ ‘Wwowry Xe) Insurance Bldg. Cls. 
hr, $900, min. $250, ID $115, Frank P 
Fouarty, v.D. & —_* Fred Ebener, a 


sls. Blair-Tv, 
Seottsbluf, KSTF ae Satellite of KFBC- 
TV, Cheyenne, Wyo. 


NEVADA 


Ias Vegas, KLRJ-TV (2) 4850 Henderson 
Hwy. Cls. A hr. $275, min. $50, $30. 
William D. Stiles, g.m.; Allen W. Dunn, 
nat.sls.m. ; Avery-Knodel ep. 

Las Veg: . KLAS-TV (8) 350 Desert Inn 
Rd. Cls. A hr. $250, min. $50, ID ow 
Marian Y. Komar, g.m. & nat. _ m,. 
Alex Goid, lec. sls. : Weed 

Las Vegas, KSHO-TY (13) RS fee Vegas 
Hotel. Cls. A hr. $200, $40, ID =. 
Mike Schulman, g.m.; | ~y “Cowan, c.m. 
Forjoe, re oe 

Reno, KO TV (8) Box 821, Zone 1. Cls, A 
hr. $300, min. $60, ID $36. Har Huey, 
g.m.; Lee D. Hirshland, st.m.; Pearson, 
rep. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 N. Elm St. 
Cis. AA hr. $500, min. $100, ID $50. Nor- 
man A. Gittleson, exec. v.p. & g.m 
Gordon Moore, natl sis.m.; Frojoe, rep. 

Mt. Washington, WMTW (see ‘Poland 
Spring, Me.) 

Winchester, WRLP (32) Box 32, peortnaeld. 
Mass. Cls. AA hr. a min. $40, D $20. 
Burleigh Brown m.; _ Ww. 
Nichols, sls.m. ; dilingbery: rep. 


NEW JERSEY 


Newark-New York, N. Y¥., WNTA-TV (13) 
1020 Broad St. Cls. AA hr. $2,000, min. q 
ID $120. Gerald O. Keye. p. & g.m.; Sydney 
Kavaleer, g.sls.m. tz, rep. 

NEW MEXICO 
oe ree (13) 1414 Coal Ave. 
$400, min. $85, ID $45. 
A. R. Hebenstreit, p. & g™.; Ralph C. 
Rhoads, c.m.; Branham rs, 

Albuquerque, KOAT-TV nth) 1 piilane ps 
SE. Cls. AA , min. > 
Max A. wR. & sls.m. . Bolling, 

Albuquerque, KOBE FV (4) 1430 Coal’ Av Ave. 
SW. Cis. AA hr. $410, min, $85, ID 
George Ss. a g.m.; Rolf S. Nielsen: 

sls.m.; Pet 

Carlsbad, KA (6) ag! my’ Church St. 
Cis. A’hr. $150, min $30, I D $20. John H. 
ae g.m. & sls.m.; Don Husted, asst. 


ranham 
Clovis, RICATV’ a} 1000 Sycamore eo 
Box 111, Cls. A hr. $150, min. $30, ID $15. 
Gene in zy —.; Gene C. 
Loffle er 


Roswell, KSWetv (8) 177 ‘Ww. Ona St. Cls. 
A hr. $250, min. ID $25. John A. 
Barnett, oO. & ¢ gm; Paul B. McEvoy, sls. 


; Meeker 
Senne Fe, KVIE ip Fall 1958 
NEW YORK 
Albany, W-TEN (10) _— 10, Zone 1, Cls, A 
hr. $900, min, $175, ID $87.50. Thomas 
Ss. Rorehy, g.m.; William Lewis, sls.m. ; 


Blair-Tv, s 
Albany, WTR Po 15 N. Pearl St., De 


ands. Cls. A hr, $500, min. $100, 





iple, g.m.; Dom Tovino, sls. 
ntoul & McConnell, rep. 

wn + Age (22) 1 Henry St. 
$225, ID $100. 


n. 
rg R. Dunham, | em; E. M. Scala, 

ain sls.m. ; Rint 
Bing hamton, WINE ny Po be Henry St. 
Cis. A hr. $300, David F. 
Milligan, at Robert irevitt 4 loc, sls.m.; 
flalo, WBEN-TV ‘d) 

ae ay 4 WBEN-TV (4) Xtatler-Hilton Hotel. 
Cls. A hr. 3.0 min. $195, ID $95. Geneseo 
R. ‘Tore rge, Nicholas J: Malter, sls.m. 
Harrington ‘Righter & Parsons, rep. 

a, . Sie 2077 Elmwood Ave. 


, c "Bevis 
Decker, sis.m.; NBC § 
Buffalo, ‘WGR-TV (2) 1 
hr. $1,200, min. $225, 
Beuren De Me am., G, Paschall Swift, 


WCNY-TV (7) Box 
on A hr. $250, min. $50, 
iff, Jr, a Alfred M. 

otens 


~ A sls.m. 
=, SYE-TV (as)" Satellite % of WSYR- 


yracuse. 

New = WABC-TV (7) 7 W. o> St. Cls. 
AA hr. $4,150, min, $950, ID Robert 
L. Stone, v.p. & g.m.; Joseph Gea sls. 
m.; Blair-Tv, rep. 

(5) Du Mont Television 
1 67th St. Cls. A hr. $3,000, 
D $120. —— H, Korn, v.p. 

; Weed, 

New York, WATV (ove Newark ) 

New York, WCBS-TV (2) 485 Madison Ave. 
Zone 22. Cis. AA hr. “4 AAA ID $1,000. 
= Cook Dig Baye E. Walt 

Fs m. v's t Sales, rep. 
= ork, WOR-TV (9) Poado Broatnay. 
Cls. A hr. $2,000, min. $500, 

Gordon Gray, exec, Vv. ‘& g.m. ‘Walliam 

Dix, Jr., - nt : OR- Sales 

(ii) 220 E. 42nd St. Cis. 
3.000, = $175. Fred M. 
Thrower, Vv. . = g.m.; John A. Patterson, 


tCA-TV (4) ace gids, > 30 
Rockefeller ro. Cc 


ls. AAA h 
sec, $2,300, ID $1,150. William Y David. 
=. Nip Max R- sis & marketing 
NBC Spot Sales 

Piatisburch, PWPTZ TV. XS) 357 Cornelia St. 
Cls. AA hr. $400, min. $80, ID rge 
mg mee age to & sis.m.; Blair Televi- 
sion Assoc... 

Rochester, WHEG-TV (10) 40 Franklin St. 
Cis. A hr. $800, min. $180, ID $90. C. 
Glover DeLaney, v.p. & g Le Moine 
C. Wheeler, g.sls.m.; Evereti-McKinney, 


rep. 

Rochester, WROC-TV (5) 201 Humboldt St. 
Cis. A hr, $800, min. $200, ID $100. Gun- 
nar é Wiig, g. reid John Ww. | prea Jr., 
g.sis.m. & asst.g PGW, 

Behe, WVET-TV ‘do 17 s linton Ave. 
Cls. hr. $800, —_ $150, ID $75. Ervin 
F. foun p. & g.m.; — Murrell- 
wright, g.sls.m.; pone. 

Schenectady, WRGB (6) 1400. ‘Balitown Req. 
Cis. A hr. $1,100, min. $210, ID $105. J. 
Milton Lang, g.m.; George BAS, sls.m. ; 
NBC Spot Sales, re rep. 

Syracuse, WHEN-TV (8) 101 Court St. i 

hr, $1,000, min. $250, ID $125. 
v.p. & g.m.; Fred Menzies, an: 


Syracuse, . WSYR-TV (3) ei. James St. Sy 
hr. $1,100, min. $225, ID $112.50. 

Vadeboncoeur, Pp. g.m.; William R° At 

—_ c.m.; Harrington, Righter & Parsons, 


Uties, WKTV (13) Smith Hill Rd, Cls. A 
$550, min. $100, ID $40, Michael C. 
, ah g.m. & sls.m.; Donald Cooke, rep. 


NORTH CAROLINA 
a. ee WISE-TV (62) 92 Haywood St. 
Cls. A hr. $150, min. $30, ID $15. Broad- 
cast Time Sales, r 
ar. yy | ~~ an * (13) 288 Macon Ave. 
Gs, hr. $450. » min. $90, ID $45. Charles 
Britt, exec. v.D Henry Joe Britt, rgnl. 
+R Venard. Rintoul & McConnei, rep. 
Charlotte, WBTV (3) 1 Jefferson Pl. A 
r. $1,000, min. $250" ID $125, Kenneth I. 
Tredwell Jr.. V.p. & mn a. Wallace pa 
orgenson, sls.m.: CBS- t es. re 
Charlotte, WSOC-TV ba Box 2536, Zone t 
Cls. AA hr. $900, min. $225, ID $112 50. 
Larry Walker, p. & g.m.; C. Goonee _ 
derson, exec. v.p, & g.sls.m.: H-R. 
Durham, WTVD (11) 1 Newton Ra. “Cis. 
A hr. $550, in, . ID $55. Harmon L. 
Duncan, v.p. & g.m.; Mike Thompson, 
sls.m.; Petry, rep. 
Greensboro, be gt (2) Phillips Ave. at 
White St. Cis. A hr. $800, gan. Es? ID 
Gaines Kelley, §2:. Joe E. Lake, 
Harrington, ighter & Parsons, 


eunuatia. WNCT (9) Evans St. wy 
hr. $400, min. $100, ID $0. Hart- 
ll, og pao G. Ciark. Jr., 


¢.m.; Hol ingbery: Ie 
Raleigh » WRAL-TV (5) P e619 Western Bivd. 
Cis. A hr. , min. $120, ID $60. Fred 
Fletcher, v.p, & g.m.; Fletcher Turner, 


—~ m. 


nat. sis.m. 

Washington, ‘Wit ai $e, 1B y 37 $ Ss. Cis. 
r. 

vpche a ag T Pad Fite ; T. H. edule 
g£.Sis.; eadie’ 

Wil m WECT (6) as: 225" Princess St. 

Radio Bldg, Cla A hr $350 eae Ex $70, ID 

$35. R. A. Duniea, Jr., Dp. & g.m. Ciaud 

O’Shields, st. m. & loc. sls.m.; Roy V. 


th, 
Winston. 





rep. 

Salem, WSJIS-TV (12) 41921 N. 

Spruce St. Cls. A hr. $700, min. $140, ID 
Harold Essex, v.p. & g.m.; Harry B. 

Shaw, g.sls.m.; Headley-Reed, rep. 


NORTH DAKOTA 
Biemenek, Ls ag f 7) Frank Fitz 


onds, Ww =. v. chg.sls. 
Satellite of. foe Ty Ag he —— 


Fourth &; 


Culve A. ; “andérson, wr hy ; 
piblait “television Assoc., 


2) "oto Pomed An. 
Peary, 

OOP IN Fifth. Cis. AA 

, $45. Tom Barnes, 


GW Tp, 

Grand’ Forks, ag! (10) Box 1110, 
State Mill Ra. Cls. A hr. $200, min. $40, 
ID $15. eet G, Lammasen, nat.sis.m. : 

Rambeau, Vance. ple, rep. 
Minot, "KCdB-TV us 5-A’W. Central Ave. 
Cls. A hr. $175, aie $35. John W. Boler, 
P. a g.m.; Chester Rietan, c.m.; Weed, 


rep. 

Minot, - aT (10) ws Fourth $ St Bis- 
mar am rg, tellit f 
KFYR-TV Bismarck, eS oe» 

Veleg ey V (4) 4000 W. Main St., 


Fargo. AA i $550, min, $125, ID 
$62.50. Jo hn W. Boler. a, om. Wm. L. 
Re 


bel le rivet (8) Satellite of KFYR- 





OHIO 


Alen, WAKR-TV (49) paevisten Center, 
SS Goptey. Cls. A hr. $300, min I 


Roger G. Bak, =>, = gm. i 
n, v. vren-Quinn, rep. 
cincinnedt W ciety (9) 2345 Symmes St. 
$570, -. 0 ID $145 


Mc A Watters, v.p. Ss I 

er, i st. “BiairTV. re) 

Cincinnati, WKRC-TV (12) Sth & Broadway. 
Cis. AA hr. $1,200, min. ID _$150. 

. Taft, exec. v.p. g.m.; Roger 
B. Read, g.sls.m.: Katz rep. 

Cincinnati, WLW-T (5) 140 W. 9th St. Cis. 
A hr. $1,000, min, $200, ID $100. R. E. 
Dunville, p. & g.m.; James T, “‘Steve’’ 
—, sis.m. Bomar Lowrance, Crosley 
and NBC S t Sales, reps. 

Cieversat. > Saget (3) 815 Superior Ave. 

NE. Cls, hr. $1 Y 100. min. q 120. 
John L. Mctlays g.m.; Albert P. Krivin, 
sls.m. ; W, rep. 

Cleveland, WEWS (5) Euclid at 30th, Cls. 
AA hr. $1.560, min. $475, ID $215. James 
c Hanrahan, a 
sls.m.; Blair-T 


Cleveland, Wiw-Tv Pis) 1630 aie Ave. 
Cis. AA hr, $2,000, min. $525, ID $263. Ben 


enneth 


ay S. Kerekes, nat. 


John L. McClay has been appointed 
general manager of KYw-tv Cleveland, 
it has been announced by Rolland V. 
Tooke, WBC vice president-Cleveland. 
Mr. McClay has been assistant to the 
vice president in Cleveland since April 
1956. He is a veteran of 10 years in 
television and almost 20 years in the 
broadcasting industry. 


Piicietn. mng.d.: Peter Storer, g.sls.m. 


rep. 
Columbus, WBNS-TV (10) 495 Olentan 
River Rd. Cis. AA br. $1, Oren 
ID S100. Richard A. Borel, tv d.; Robert 
D. Thomas, sis.m.; Blair-TV, re 
Columbus, WLW-O (4). 3165 wee 
River Rd. x. AA hr. $1,100, min, $200, 
ID $100. James Leonard, . g.m.; 
Walter Bartlett sis.m.; Bomar toudkene 
Crosley and NBC Spot Sales, reps. 
er ay a ee (6) 753 Harmon Ave. 
hr, $825, min. $200, ID $80. J. W. 
McGough, =. C Charles Dwyer, asst.g.m. 


& sis.m rep. 
Dayton, ‘WHIO-TV (7) 1414 Wilmington 
Ave. a A_ hr. min. $200, ID $75. 
Robert H. Moody, g.m. 3 Walter E. Wola- 

ver, c.m. * Hollingbery, @ 

— 2 WLW-D (2) 4595 Ps Dixie Hwy. 
hr. $1,100, min. $200, ID $100. 
George Gray, g.m.; Dale A. Smith, sis.m.: 


‘osle 
Lima, Wimt-rv (35) 1424 Rice Ave. Cis. 
$200, min. $40, ID $20. Robert W. 
“tee $ v.p. & g.m.; J. L. Spring, tv sls.m.; 
Steubenville, wet: TV 4 a Market St. 
r. $500, mi ID $50. 


Cls. 
J. pot exec, 
Troesch, asst.g.m 
Tetete, WSPD-TV as) 
. $170 $85. Al 
; Biil Ashworth, nat.- 
Youngstown, WFMJ-TV (21) 101 W. posse 
man St. Cis. A hr. $400, min. $80, ID 
William F, Maag Jr. p.: ~' Stanley. 
st.m.&sls.m. ; Headley Reed. re 
Youngstown, WK 2 
Blvd. Cis. A hr. $450, min. $90, 
P. Williamson Jr., p.&g.m.; 
den, st.d.&sls.m. ; Raymer, 
Youngstown, 


—— sls.&prd.m. ; Everett-McKinney, re 
ie, Z-TV (18) Lind Arcade 
Bldg. N. 5th St. Cis. A hr. $150, min. 
ip $15. Allan Land, mng.d.; 
Milder, sls.d.; Pearson, rep. 


OKLAHOMA 


Ada, KTEN (10) Pr 10. Cis. A hr. $23, 
min. $30, ID $15. Bill Hoover, p.&g.m.; 
Brown Morris, v.p.&st.m. ; Venard, Rin- 
toul & McConnell. rep. 
rdmore, KVSO-TV (12) 114 N. Washington. 
Cls. A hr. $150, min. $30, ID $15. John 
Easly —— Gordon E. Lack, 
c.m.; Pears 

Lawton, KSWO-TV Pin Box 699. Cis. A hr. 
$150 min. $30, ID $15. Emmett L. Keough, 
g.m.; Robert H. Scott, loc.sls.m.; Pearson, 


rep. 

Oklahoma City-Enid, KOCO-TV (5) 920 Brit- 
ton Ave. Cls. AA hr. $800, min. $200. ID $100. 
Charlie Keys, g.m.; Ross —e loc.sls.m. ; 
Blair Television Assoc. 

Oklahoma ee ~ M401 N. one ts 
Zone 14. ci’ AA hr. $900. min 
es. ‘Edgar T. _Bell, ause. v.p. me m. Hg 

DeLier, sls.m.; Petry, rep. 

oltdaae City, | WRY-TV (4) 500 E. Britton 
Rd. Cls. AA $950, min. ; ID $120. 
Norman P Bagwell, ~. - Tom Parring- 


ton, nat. aa? a 
. KOTV (6) 302 8, ‘Frankfort. Cis. AA 
$825, min. $200, $100. J. C. Rich- 
dale Jr., V.p.&g.m. ; p 3... Stevens, ¢.m.; 
et 
Tulsa, _*. (8) Box 9697, Cls. AA hr. 
$600, min. $120, ID $60. Bill Swanson, 
gm. ; Jim Black, nat.sis.m.; Avery- 


Tulss, Mesev (2) 3701 S. Peoria. Cis. AA 
$750, min, $175, ID $87.50. C. B. 
Brownie” Akers, exec.v.p.&ég.m.; John 
Devine, c.m.; Blair Thompson Assoc., rep. 


OREGON 


Eugene, KVAL-TV (13) Box 548, Cls. A hr. 
rome min. $86, ID $36. S. Ww. McCready, 
g "4 Glenn Nickell, sls.m.; Hollingbery, 


Klamath Falls, KOTI-TV (2) Box 732. Cis. 
A hr. $150, min. , SP. ID $15. Walter R. 
Richartz, st. m.; Blair Television Assoc., 


Mediord, KBES-TV (5) 2000 Crater Lake 
Cis. A hr. $250, min. $50, ID $2. 
Jerold R. Poulos, st.m.; Edward Barnett, 
sls.m.; Blair ‘Television’ Assoc., rep. 
Portland, KGW-TV (8) Broadcast House, 
1139 SW. 13th Ave. Cls. A hr. $600, min. 
$150, ID $75. Walter E. Wagstaff, st. m.; 
John H. Pindell, sls. m.; Blair-TV, 
Portland, KPTV (12) 735 S.W. 20 Place. 
Cis. AA hr. $800, min. $225, ID $112.50. 
Frank J. Riordan. v. D. & is m.; Donald E. 
Tykeson, sls. m.; Kat 
Portland, KOIN-TV ey" 140° S.W. Columbia 
St. Cls. AA hr, $900, min. ar te ID $125. C. 
Howard Lane, v.p. & mng. John L. Pal- 
mer, nat, sls, m.; CBS-TV Spot Sales, rep. 
Roseburg, KPIC (4) Box 670, Blanton 
Heights, Eugene. Cis. A hr. $150, min. $30, 
ID $15. Aaron Boe, st. m. & sls. m. Op- 
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tional satellite to KVAL-TV Eugene; Hol- 
lingbery, rep. 


PENNSYLVANIA 


er WFBG-TV (10) 1320 llth Ave. Cls. 
AA hr. $750, min. $170, ID Frank 
ge g.m.; Robert Miller, sls. m.; ; Blair- 


TV, 
a 9 Wicu- TV (12) 3514 State St. Cis. A 
hr. $750, min, $140, ID $70. Ben McLaughlin, 
Bob Lunquist, c.m.; Petry, rep. 
Ene. 'WSEE (35) 122) Peach St Cis. A hr. 
$300, min. $60, ID $30. Cecil M. Sansbury, 
| dy Roger Garrett, asst. g.m. sls. ; Young, 


Mastibers, WHP-TV (55) 216 Locust St. 
Cis. A hr. $325, min. $65, ID $32.50. R. A. 
“Dick"’ Redmond, Sm. ; Mrs. = K. Red- 


mond, bus. & c.m. : Bollin 2. a. 
320 offman 


$37.50. Donald 
Rcada sls. m.; 
Harrington, Righter & Parsons, rep. 
awe RD-TV (56) Porch Bidg. Cis. 
A hr. $200, min. $37.50. Rich — J. Butter- 
field, g.m. & sis.m.; Weed, 

Johastown. WIAC-TV (6) 329 Main St. Cls. 
AA hr. $1,000, min. $250, ID $125. Alvin D. 
Schrott, exec. — & g.m.; John Hepburn, 
sls.m.; Katz, re 

Lancaster, WGAL-TV (8) Lincoln Hwy. W. & 
Abbeyville Rd. Cis. AA hr. $1,200, min. $240, 
ID $120. Clair R. McCullough, p. & g.m.; 
J. Robert Gulick, asst. 
Meeker, rep. 

Lebanon, WLBR-TV (15) R.D. N. 5 Tele- 
a Hill. Cis. A hr. $350, min. — 

D $35. Joe Zimmerman, g.m. & 
ious —. opertns. m.; Blair Teievi- 
sion Assoc., 

Lock Haven, WBPZ-TV (32) Satellite of 
WILK-TV Wilkes-Barre. 

New Castle, WKST-TV (45) by ~ Shady Run 
Rd., Youngstown, O. Cls. hr. $350, min 
$52.50, ID $26.25. S. W. RRA Pp. & 
g.m.; Robert C. Harnack, sls.m.; Everett- 
McKinney, ?. 

Philadelphia, CAU-TV (10) iy Line & 
Monument Ave. Cls. A hr. $3,250, min. $800, 
ID $400; Donald W. Thornburgh. P. & g.m.: 
a M. McGredy, v.p.. chg. tv sls.; CBS- 


t Sales 

Philadelphia, W WFIL-TV (6) 4532 Market St., 
Zone 39. Cis. AA hr. $3,200, min. $750, ID 
$375. George A. Koehler. st.m. —- WwW. 
Stowman, g.sls.m.; Blair-TV, 

Philadelphia, WRCV-TV (3) NBC Biag., 1619 
Walnut St. Cls. AA hr. $3,200, min. on re- 
quest, 10 sec. $415. Lloyd E. Yoder, v. P. & 
gro — . paneuere Walworth, Jr., sls.d.; NBC 

t' Sales, 

Philadelphia: W ‘ilmington, Del. WVUE-TV 
(12) Suburban Station Bldg.. Philadelphia. 
Cis. A hr. $1,200, min. $225, ID 50% of 
applicable rate. Terry Lee, mng.d.; 
Joseph W. Evans, ae; Katz, rep. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center. 
Cls. AA hr. $2,400, min. $600, ID $300. Je- 
Daw ves Reeves, g.m.; John G. Stilli, sls.m. 

Pittsburzch. ‘wc (11) 341 Rising Main St.. 
Zone 14. Cls. AA hr. $1,800, min. $450, ID 
ebent A. Mortensen, exec. v.p. & 

m.; Roger D. Rice, sls.m.; Blair-TV. rep. 

Pitisburgh. ‘WTAE (4) 400 Ardmore Blvd.. 
Zone 21. Cis. AA hr. $1,800, min. $450, ID 
$225. Franklin gana g.m.; Alan Trench, 
sis.m.; Katz, 

Scranton, WDAU- TV (22) 1000 Wyoming Ave. 
Cis. AA hr. $600, min. $125, ID $62.50 
Vance L. Eckersley, exec. v.p. & g.m.; 
Francis H. Conway, g.sls.m.: H-R. rep. 

Seranton-Wilkes-Barre, WNEP - WILK - TV 
(16) 333 Madison Ave. Cls. AA hr. $500, min. 
$100, ID $50. Thomas P. Shelburne. v.p. & 
g.m.; Malcolm W. Dale, sis.m.; Bolling, 


rep. 

Wilkes-Barre, WBRE-TV (28) 62 S. Franklin 
St. Cis. A hr. $525, min. $105, ID $52.50. 
David M. Baltimore, v.p. & ay Ernest 
Lewis. sls.m.; Headley-Reed, 

Wilkes-Barre, WILK- TV (34) "Gatellite of 
WNEP-TV erento 

Ape gg + RAK- v " (36) 7 Re 

York, WNOW-TV (49) Cis. A $200, min. 
$37.50. Richard E. Burg, st.m. [hg J. Ed- 
ward Schwalm, sls. prom. m.: Young, rep. 

York, WSBA-TV (43) S. Queen St.. Extended. 
Cls. 4 Tr. $200, min. $37.50, ID $20. Louis J. 
Appell Jr.. p.: Robert M. Stough, sls.m.; 
Jack Masia, rep. 


RHODE ISLAND 


Providence, WJAR-TV (10) 176 Weybosset St. 
Cis. AA hr. $1,300, min. $310, ID $150. J. S. 
*“Dody”’ Sinclair, st.m.; Ed Boghosian, nat. 
sls.m.; Petry, rep. 

Providence, WPRO-TV (12) WPRO Bldg., 24 
Mason St. Cis. A hr. $1,100, min. $225, ID 
$113. Arnold F. Schoen Jr., g.m.; Eugene 
W.. Wilkin, sls.m.; Blair-TV, rep. 


SOUTH CAROLINA 


Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cis. A hr. $150, min. $30, ID $18.75, Gienn 
P, Warnock, g.m.; John McCallum, sls.m.: 


g.m. chg. sls.; 
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Mestiey-Rasd, 20 
Charleston WOse-tV (5) 485 East Bay. Cls. 
A hr. $300, min. $75, ID $35. Roland reeks, 
m. & nat. sls.m.; Ralph E. Thornley, loc. & 
rgnl, sis.m. Ww, rep. 
Charleston, WUSN-TV (2) Box 879. Cls. A 
hr. $300, =. $75, ID *, at Drayton 


Hastie, & sis.m rep. 

Columbia," STV (10) ii Bull's St. Cls. AA 
hr. $450, min, $110, ID =, _ arles A. Bat- 
son, d.; Law Epps. ; PGW, rep. 

Columbia, “WNOK-TY ten) igi "Main St., Box 

Cis. $200, min. $40, ID ‘sm. H. 
Moody MeEIveen JP., VP. = g.m.; David 
C. Phillips, ¢.m. ; raymer rep. 

pam, W (8) New "Casua Ferry Rd. 
Cls. $300, yf min, 8$5, ID $42.50. 
J. witlleim Quinn, mng, d.: —_ H. 
Brock, sls. CBS-TV Spot Sales 

Greenville, WFBC- TV (4) 505 Rutherford 
St. Cls. A hr. $525, AA min. $120. ID $60. 
Kenneth Beachboard, m.; R. Q. Gl 
c.m.; Weed, rep. 

Spartanburg, WSPA-TV (7) 224 E. Main St. 
Cis. r. $500, min. $125, ID 50. 
Wlater J. Brown, p. & g.m.; ‘Charles Bell, 

nat. sis. m.; Hollingbers, rep. 


ass Jr., 


SOUTH DAKOTA 


KXAB-TV (9) Affiliate of KXJB- 
“Tv Valie City, N. Dak. Henry Benchler, 


Florence, ‘ RDLOTe™ (3) Satellite of KELO- 
TV Sioux Fall. 
mage a: KOTA-TV (3) Duhamel Bld 
ox 1 Cis. A hr. $200, min. $40, ID 
Helen S. Duhamel, p. & g.m.; William F. 
Turner, bus, & c.m., Headley-Reed, rep. 
Rapid City, KRSD-TV (7) 1438 Mountain 
iew Rd. Cls. A hr. $147.75, min. $25, ID 
$13.75. = Daniels, g.m. & sls. m.; Richard 


p. 
. J. Johnson. st, 
m. Semi satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) KELO Tr 
Cls. AA hr. $600, min. $150, ID $75. 
Nord, g.m. & nat. sls.m.; Leonard ikdcien, 
loc.sls.m.; H-R, rep. 


TENNESSEE 


Chattanooga, WDEF-TV (12) Broadcast 
Center. Cls. A hr. $450, min. $100, ID $50. 
Otis H. Segler, &-m. ; . agg Mg Hol- 
loway, nat, sls.m.: Branham 

Chattanooga, WRGP-TV (3) “214 PutcCallie 
Ave. Cis. A hr. $400, min. $80, ID $0. 
R. G. Patterson, p. & g.m.; George P. 
Moore, sls. m.; H-R re ep. 

(9) Box 1026. Cls. A 

$75, ID $37.50. R. R. Owen, 

Joe Windsor, nat. sls.m.; Meeker, 


rep. 

Jackson, WDXI-TV (7) Williams Bldg. Cls. 
A hr. $250, min. $50, ID $25. John E. 
North, v.p. & g.m.; Venard, Rintoul & 
McConnell, rep. 

Johnson City, WIJHL-TV ,. ye 1080, Ruy 
W. Main St Cis. A film hr. $300, > 
$60, TD $30. W H. Lancaster Jr. v.p., = 
& sls. m.; Pearson, 

Knoxville, >» WATE- TV 3) as oy “ af 
Cls. AA hr. $600, min. $120, ID $60. 
Linebaugh, v.p. & g.m.; T. Victlout 


Redd Gardner has been named general 
manager of KCRG-TV-AM Cedar Rapids. 
He was formerly sales manager of 
WHFB Benton Harbor and before that 
he was an account executive at Kling 
Film Studios in Chicago and at WBBM- 
TV Chicago. 


; Avery-Knodel, 


sls. 
nesses, WBIR-TV ue) “1513 Hutchison 
. $120, ID $60. 


sis. m.; 


oc, ; tz, rep. 

(26) MSharp’s Ridge Me- 

morial Park Rd. Cls. AA nr. $300, min 
ID . John A, Engelbrecht, p. & 
g.m., William E. Eckstein, 

Pearson, rep 

Memphis, WHBQ-TV (13) 1381 Madison Ave. 
Cls. AA hr. $900, min. $200, ID $100, W. 
H. 7 g.m.; Boone F. Nevin, sls. 


m.; H-R, 
Memphis, Whicr (5) Goodwyn ane 
Blag. Cls, AA hr, $900, min. $200, ID $100. 
H, Slavick, g.m.; Earl Saeetinned, st. 


m.; Blair-T ne. 

Memphis, WREC- a Hotel Peabody 
Bidg. Cls. A hr. $750, min, $150, Hoyt B. 
Wooten, g.m.; Charles Brakefield, c.m. ; 
Katz, rep. 

Nashville, WLAC-TV (5) 159 4th Ave. N. 
Cis. AA hr, $825, min, $175, ID $83. T. B. 
Baker Jr., exec. 6 & g.m.; Robert M. 
Keuschle, ’g. sis. m.; Katz, rep. 

Nashville, WSIX-TV (8) Nashville Trust 
Bldg. Zone 3. Cls. AA hr, $700, min, a 
ID 363. E. S. Tanner, exec. A P. &g 
George H. Morris, v.p. & sls. HR, rep. 

Nashville, WSM-TV (ay. “301 Tth 4 Ave. Cis. 

hr. min. $180, ID $85. a 
Waugh, g.m.; Hi Bramham, c. m.; Petry, 
rep. 


sils-pgm,. d., 


TEXAS 


Abilene-Sweetwater, KPAR-TV (12) 7400 
College Ave., Lubbock, Cls. AA hr. $200, 
min. $40, ID 320. Jimmie Isaacs, v.p, & 
St.m.; E, A. “‘Buzz’’ Hassett, g. sls. m.; 
Branham, rep. 
bilene, KRBU-TV (9) 4510 S. 14th. Ce 
AA hr. $247.50, min, . ID $24. Geo 
Breeding Jr., 
Raymer 


st. m.; Dan Guthrie, aie 


, rep. 
Amarillo, KFDA-TV (10) Box 1400. Cls. 
AA hr. $340, min. $85, ID $42.50. Ed 
Moore, g.m.; Gene ates loc, sls.m.; Blair 


Television Assoc., Pp. 
eta) 2000 N. Polk St. 
$340, min. $85, ID $42.50. Au- 
brey Jackson, g.m.; Bill Clarke, loc. sls.m.; 


Katz, rep. 

rillo, KVII-TV (7) Box 8066, Estate 
Life Bldg. Cls. A hr. $300, min. $60, ID 
$30. Murry Woroner, p. & g.m.; John 
Chapel, loc. slis.m.; Venard, SRintoul & 

McConnell, re 
Austin, KTBC-TV (7) Box 1155. Cls. AA 
hr, $525, min. $105, ID $57.50. J. C. Kel- 
; O. P. ‘Bob’ Bobbitt, g. sls. 


(G6) 1420 Calder Ave. 
Cis. A hr, $350, min. $80, ID $48, Mott M. 
Johnson, ——. ™m, & .. Nam David 
Russell, loc. sls. ; PGW 

Big Geetes, KEDY- nV (4) 7400 Eollege Ave., 
Lubbock, Cis. A hr, $150, min. $30, ID $15. 

7m. os. Wallace, st. m.; E, A. 
Hasset, g. sls. m.; Branham, rep. 

Bryan, KBTX-TV (3) Harry Lee Gillam, st. 
m. Partial satellite of KWTX-TV Waco. 

Corpus Christi, KRIS-TV (6) Box 840. 409 
S. Staples, Cis. AA hr. $300, min, $75, ID 
$37.50, T. Frank Smith, p.; W. M. Eikner, 
v.p. chg. sls. ; , Tep. 

Corpus Christi, y (10) Show Room 
Bldg. Cls. A hr. $300, min, $75, ID $37.50. 
Vann M. . 7? p. & g.m.; Bill Lydle, 
sls. m.; H-R, 

Dallas, KRLD-TV (4) Herald Sq. Cls. AA 
hr. $1,100, min. $300, ID $175. Roy Flynn, 
V.p.&g.m. ; Gene Cuny, c¢.m.; 


rep. 

Dallas, WFAA-TV (8) 3000 Harry Hines 
Blvd. Cls. AA hr. $1,000, min. $300, ID 
$175, Mike gel st. m.; Dick Drummy, 
g. sls.m.; Petry, re 

El a KELP- RV Gs), 2 Delta St. Cls. 

hr, bog! ee. $60, . Harry Edel- 
ae n Riple ¥. ae Young, rep. 

El hy “KioD- TV (4) 2201 Ww yoming, Cls. 
A hr. ork min. $90, ID $45. Val Lawrence, 
v.p. & s m.; Dick Watts, asst.g.m.; Bran- 


ham, re 
El Paso, KTSM-TV (9) 801 N, Oregon St. 
Cis. A hr. $375, min. $75, ID $37.50, Karl 
~ Wyler Sr., p. & g.m.; Roy T. Chap- 
v.p. chg,. sls.; Hollingbery, rep. 
Ft. ‘Worth, KFJIZ-TV (11) 4801 W. Freeway. 
Cls. AA hr. $1,000, min. $225, ID $80. Gene 
Cagle, nV. Top John Hopkins, asst.m.; 


= 
Worth, -TV (5) = Barnett, Cls. 
AA yy $1,000, min, $250, D $100. George 
Cranston, m.; Roy Bacus, A A PGW, rep. 
Harlingen, KGBT- TV (4) 1519 Ww. Harrison. 
Cls. AA hr, $300, min. $60, ID $35. Troy 
McDaniel, g.m.; Harry Rg c.m. 


(11) 1900 Prudential 
’ ID 


“Buzz”’ 


Branham, 


; & a2 
. Wilson, g. sls. m. » Gps: TV "Spot Sales, 
rep. 
ageten. KPRC-TV (2) 3014S. Post Oak Ad. 


Is. AA hr, $1,100, min. $250, ID $150. 





Lng 3 Hartis, Or aed Jack McGrew, st. 

e' 

Nousten, PT RROTW rv is) 4513 Cullen Blvd. 
Cls. AA hr, $1,000, min. $220, ID $132. 
Willard E, m.; Hollis * exec.v.p.&g.m. ; 
Bill Bennet, c.m.; Hollingbery, rep. 

Laredo, KHAD-T $50 ynvent Ave. 
Cis. AA hr, 3187.50, y-™ $37.50, ID $18.75. 
Amalia Samuels, asst.m. in chg.; Jim 
Shelton, sls.m.; Pearson, rep. 

Larede, KLTV (See Tyler) 

Lubbock, KOCBD-TV (11) Box 150 5600 
Ave. A. Cis. AA hr, 80, min, $100, ID 

. Joe H, re se gen George L. 
Tarter, v.p.&c.m — 

Lubbock, KDUB-TV (13) 7400 - fe Ave. 
Cls. AA hr. $350, min. $70, ID $35. W. D. 
“‘Dub’’ Rogers, p.&g.m.; E, A. 
Hassett, g.sls.m. ; Branham, rep. 

Lufkin, KTRE-TV (9) 114% Ne First St. 
Cis. A hr, =. min, $45, ID $22, Rich- 
man Lewin, \ Rintout Murphy Martin, 
sis.m.; Venard, Rintoul & McConnell, rep. 

Midland, KMID-TV (2) Box 2758. Cis, AA 
hr, $300, min. $60, ID $35. Ae Herndon, 
g.m.; Don gy c.m.; Venard, Rin- 
toul & McConnell, 

Odessa, KOSA-TV wD 1211 N. Whitaker. 
Cls, A hr, $300, min, Fe John 
= st.m.; Ed Costello, sls.m.; Bolling, 


Port. ‘Arthur, eg 2 (4) Box 3101 Beau- 
mont. Cls. A $325, min. $75, ID $45. 
Julius M. Gorton. page; ; Mack New- 
bury, sls.m.; Ray 

San Angelo, KCTV ma) lots E, 28 St. Cls. 
A hr. $200, min, $34, ID $19. J. H. Hub- 
bard, g.m.; R. E, ae bus.m.; Ven- 
ard, Rintoul & McConnell, rep. 

San Antonio, KCOR-TV (41) 111 Martinez 
St. Cls, A hr. $200, min. $35, $20. 
Nathan Safir, v.p.&g.m.; Ben Tamborello, 
sls.m.; Richard Po Connell, rep. 

San Antonio, KENS-TV (5) Avenue E & 4th 
St. Cls. AA hr. $700, min. $175, ID $105. 
Albert D. Johnson, g.m.; Wayne Kearl, 
c.m.; PGW, rep. 

San Antonio, KONO-TV (12) 1408 N. Saint 
Mary’s St. Cls. AA hr. $700, min. $175, ID 
$105. James M. zou, v.p.&g.m.; Bob 
Roth, c.m.; H-R, rep. 

San Antonio, WOAI-TV (4) Box 2641, Zone 6. 
Cls. AA hr. $700, min, $175, ID $105. James 
M. Gaines, neem. ; Edward VY. Cheviot, 
e.m. eyed 

Sweetwater, R-TV (see Abilene-Sweet- 
water) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St., 
Temple. Cls, A hr. $350, min. $70, ID $35. 
Gene Lewis, st.m.; Burton Bishop, g.m.; 
Blair Television Aasoe.. rep 

Texarkana, KCMC-TV (6) PSummerhill Rd. 
Cls. A hr. $260, min, D $30. Richard 
M. Peters, g.m.; Jock Rollings, nat.sls.m.; 
Venard, Rintoul & McConnell, rep. 

Tyler, KLTV (7) Box 957, Kilgore Rd. Cls. 
A hr. $300, min. $60, ID $35. Marshall H. 
Pengra, g.m.; John Lenox, c.m.; H-R, rep. 

Waco, KCEN-TV (see Temple) 

Waco, KWTX-TV (10) Box 3128. Cls. 
$375, min. $75, ID $37.50. M. N. ‘Buddy”’ 
Bostick, V.p.&g.m. ; ——s Boland, nat.& 
rgnl, sls.m.: , Raymer, re 

Weslaco, 

Cls. AA h 
L. Ss, ’ st.m: 
sis.m.; Raymer, re 

Wichita Falis, KFDX-TV (3) Box 2040. Cls. 
A hr. $350, min. $70, ID $42. Howard H. 
Fry, exec.v.p.&g.m.; Bob Walker, g.sls.m.; 
Raymer, rep. 

bey = Falls, KSYD-TV (6) Box 2130. Cls. 
A hr. $350, min. $70, ID $42, Syd Grayson, 
p.&g.m.; Bob Cain, loc.sls.m.; Blair Tele- 
vision Assoc., rep. 


UTAK 


Salt Lake City, KSL-TV (5) 145 Social Hall 
Ave. Zone 11, Cls. AA hr. $650, min. $150, 
ID $75. D. Lennox Murdoch, v.p.&m.; Ed- 
ward B. “Ted” Kimball, g.sis.m.; CBS-TV 
Spot Sales, rep. 

Salt Lake City, KTVT (4) 130 Social Hall 
Ave. Zone 1, Cls. AA hr, $650, min. $180, 
ID $90. G. Bennett Larson, p.&g.m.; Harold 


/t5 time to roll up your sleeve... 


i. GIVE 


“Buzz” 


)S. Mi issouri Ave. 


ID 
Bill Rucker, nat.&rgnl, 


CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 


Robert J. Sullivan has been appointed 
director of promotion and advertising 
for the Corinthian Broadcasting Corp. 
Mr. Sullivan has been director, pro- 
gram promotion & merchandising, CBS 
radio. Corinthian stations are KOTV 
Tulsa, KGUL-Tv Houston, WANE-TV-AM 
Ft. Wayne and wisH-tv-AM I[ndian- 
apolis. 


Woolley, tv sis.m.; Katz, rep. 

Salt Lake City, KUTV (2) 179 Social Hall 
Ave. Zone 11, Cls. AA hr. $650, min, $150, 
ID $75. Brent Kirk, st.m.&g.sls.m.; Robert 
Smith, nat.sls.m.; Avery-Knodel, rep. 


VERMONT 
ay Te WCAX-TV (3) Bia Market St. 
Cis, AA hr. $450, min. $90, ID $45, Stuart 


T. Martin, p.; John A. nabeon, sis.m, ; 
Weed, rep. 
VIRGINIA 

Bristol, WCYB-TV (5) Cumberland St. Cls. 
A hr. $300, min. $60, ID $30. Robert H. 
Smith, p.&g.m.; J. Fey Rogers, v.p.&sls.m. ; 
Weed, rep. 

Hampton, WVEC- TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) Rawley Pike. 
Cis. A hr. $250, min. $50, ID $25. Hamil- 
ton Shea, Rae. R. ““Dick’’ Johnson, 
g.sls.m.; PGW rep. 

Lynchburg, WLVA-TV (13) 2320 Langhorne 
R Cls. A hr, $300, min. $60, ID $30. 
Philip P. Allen, p.&g.m.; Thomas L. 
Tu c.m.; Hollingbery, rep. 

Norfolk, Wr AR-TV (3) 720, Boush St. Cls. 
AA hr. $875, min. $200, ID $100. Campbell 
Arnoux, p.&g.m.; Robnet M. Lambe, v.DP. 


sls.; Petry, rep. 

Norfolk-Hampton, WVEC-TV (15) 812 W. 
2ist St., Norfolk. Cls. A hr. $350, min, $70, 
ID $35. Thomas P. Chisman, p.&g. 

A. Brauer Jr., v.p.&sls.d.; yond 
Knodel, rep. 

Norfolk-Portsmouth WAVY-TV (10) 801 Mid- 
dle St. Cls. A hr. $700, min. $140, ID $70. 
Carl J. Burkland, exec.v.p.&g.m.; Gene 
Gaudette, g.sls.m.; H-R, rep. 

Petersburg-Richmond WXEX-TV (8) 124 W. 
Tabb St. Cis. A hr. $700, min, $110. Irvin G. 
Abeloff, v.p., mng.d.&nat.sls.m.; George R. 
Oliviere, loc.sls.m.; Select Station, rep. 

Portsmouth, WTOV-TV (27) 1305 Granby St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 
Winston Bright, c.m.; J. H. McGillvra, rep. 

Richmond, WRVA-TV (12) 5221 Midlothian 
Pike. Cis. A hr. $700, min. $140, ID $70 
Barron Howard, v.p.&g.m.; James D. 
Clark Jr., Harrington, Righter & 
Parsons, rep. 

Richmond, WTVR (6) 3301 W. Broad St. 
Box 5229. Cls. AA hr. $875, min. $140, ID 
$70. Wilbur M. Havens, p.&g.m.; James 
Postom, nat.sls. co-ordinator; Blair-Televi- 
sion Assoc., rep 

Roanoke, WDBI-TV (7) Times Bldg.—201 
W. Campbell Ave. (Box 150.) Cls. AA hr. 
$600, min. $140. ID $60. Ray P. Jordan, 
v.p.&mng.d.; Blake Brown, tv_ sis.m.; 
PGW, rep. 

Roanoke, WSLS-TV (10) Church & Third 
St. SW. Cls. AA hr. $675, min. $160, ID 

7.50. Horace S. Fitzpatrick, st.m.; A. S. 
Trevilian Jr., c.m.; Avery-Knodel, rep, 


WASHINGTON 


Bellingham, KVOS-TV (12) 1115 Ellis St. 
Cls. AA hr. $650, min. $162.50, ID $65. 
Dave Mintz, g.m.; Fred Elsethagen, sls.m. ; 
Forjoe, rep. 

Ephrata, KBAS-TV (43) James Schroeder, 
sls.m. Satellite of KIMA-TV Yakima, 

Kennewick, KTRX (31) Black Angus Motel, 


sls.m. ; 


Box 537. Cis. A hr, $240, min. $35, ID $5. 
Stuart Nathanson, g.m.&sls.m.; Forjoe, 


rep. 

Kennewick, KEPR-TV (19) 3619 W. Clear- 
water Ave. combination 
KIMA-TV Yakima, Monte L. Strohl, g.m.; 
Bill Grogan, sis.m. Satellite of KIMA- TV 
Yakima; Weed, rep. 

Seattle, KIRO-TV (7) 1530 Queen Anne 
Ave, Miller Robertson, st.m.&nat.sls.m.; 
Wm. Exline, sis.m.; PGW, rep. 

Seattle-Tacoma, KING-TV (5) 320 Aurora 
Ave., N. Seattle Cis. AA hr. $1,100, min. 
$225, ID $115. Otto P. Brandt, v.p.&g.m.; 
A. P, Hunter, c.m.; Blair-TV, rep. 

Seattle-Tacoma, KOMO-TV (4) 100 4th Ave. 
N., Seattle. Zone 9. Cls, AA hr. $1,125, min. 
$250, ID $115. W. W. Warren, exec. v.p.& 
g.m.; Bill Hubbach, g.sis.m.; NBC Spot 
Sales, rep. 

Seattle-Tacoma, KTNT-TV (11) 11th & Grant. 
Zone 5. Cis. A hr. $625, min. $130, ID $65. 
Lawrence M. Carino, m.; Edward Podolin- 
sky, sls.m.; Weed, rep. 

Seattle-Tacoma, KTVW (13) 230 8th Ave. N. 
Seattle, Cls. A hr, $425, min. $85, ID $42.50. 
J. Elroy McCaw, o.: James J. Hawkins, 
g.m.&sls.m.; Hollingbery, rep 

Spokane, KHQ-TV (6) 700 Radio Central 
Bidg. Cis. AA hr. $625, min. $170, ID $85. 
Richard O. Dunning, p.&g.m.; J. Birney 
Blair, c.m.; Katz, rep. 

——— KREM- TV (2) 4103 S. Regal, Cls. 
AA $600, min. $120, ID $60. Robert H. 
Temple, m.&sls.m.; Petry, rep. 

Spokane, XLY-TV’ (4) 315 W. Sprague. 
Cis. A hr, $600, min. $130, ID $65. Richard 
E. Jones, v.p.&g.m.; James Agostino, 
sls.m.; Avery-Knodel, rep. 

Tacoma-Seattle, KTNT-TV (see Seattle-Ta- 
coma) 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Centre, Box 702. Yakima. Cis, A hr. 
$550, min. $110, ID $55. Thomas C. Bostic, 
v.p.&g.m.; H. R. Cary, g.sis.m.; Weed, rep. 


WEST VIRGINIA 

Bluefield, WHIS-TV (6) Municipal Bidg. Cis. 
A hr. $240, min. $60, Lg $30. John C, Shott, 
st.m.&sls.m.; Katz, ‘ 

Charleston, WCHS-TV “te 1111 Virginia St. 
E. Cis. AA hr. $800, min, $175, ID $87.50. 
John T. Gelder Jr.; v.p.&@g.m.; C. E. 
Wheeler, g.sls.m.; Branham, rep. 

Charleston, WHTN-TV (see Huntington) 

Charleston, WSAZ-TV (see Huntington). 

Clarksburg, WBOY-TV (12) 912 W. Pike St. 
Cis. AA hr. $250, min, $50, ID $25. George 
H. Clinton, g.m. ; Rex King, rgnl.sis.m.; 
Avery-Knodel, rep. 

Fairmont, WIPB-TV (35) Broadcast House, 
400 Quincy St, Cls. A hr. $150, min. $28, 
ID $18. Numa Fabre Jr., mngd.d.; H, W. 
Critchlow, v.p.&c.m.; Gill-Perna, rep. 

Huntington, WCHS-TV (see Charleston) 

Huntington, WHTN-TV (13) Radio & Tele- 
vision Arena, 625 4th Ave. AA hr. $800, 
min. $160, ID $80. Robert R. Tincher, 
v.p.&g.m.; O. W. Myers, nat.sis.m.; Petry, 
rep. 

Huntington, WSAZ-TV (3) 201 Ninth St. 
Cls, AA hr. $1,000, min. $180, ID $90. 
Lawrence H. Rogers, p.&g.m.; C. Tom 
Garten, v.p.&c.m.; Katz, rep. 

Oak Hill-Beckley, WOAY-TV (4) Box 251, 
Oak Hill, Cls, A hr. $200, min. $0, ID 
$20. Robert R. Thomas Jr., o.&g.m.; Vic 
Ludington, sls.m.; Pearson, rep. 

Parkersburg, WTAP (15) 121 W. 7th St. 
Cis. A hr. $150, min. $30, ID $15. Milton 
Komito, st.m.&sls.m.; Pearson, rep 

Wheeling, WTRF-TV (7) 1329 Market St. 
Cis. AA hr. $600, min. $120, ID $60. Robert 
W. Ferguson, exec.v.p.&ég.m.; H. Needham 
Smith, sls.m.; Hollingbery, rep. 

WISCONSIN 

Eau Claire, WEAU-TV (13) 2415 S. Hastings 
Way. Cls. A hr. $300, min. $60, ID $30. 
Leo Howard, g.m.; Wayne F. McNulty, 
asst.m.; Hollingbery, rep 

Green Bay, WBAY-TYV (2) 115 S. Jefferson. 
Cls. A hr, $400, min. $80, ID $0, Haydn 
R. Evans, g.m.; Robert C. Nelson, sis.m.; 
Weed, rep. 

Green Bay, WFRV-TV (5) Mason & Roose- 
velt Sts. Cls. A hr. $400, min. $80, ID $40. 
Soren H. Munkhof, exec.v.p.ég.m.; Ward 
O. Gage, nat.sls.m.; Headley-Reed, rep. 

Green Bay, WMBV-TV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. Cls. 
AA hr. $360, min. $72, ID $36. Howard 
Dahl, p.&g.m.; Robert Morrison, sls.m.; 


H-R, rep. 

Madison, WISC-TV (3) 4801 W. Beltine Hwy. 
Zone 5. Cls. AA hr. $550, min. $110, ID $55. 
Ralph O'Connor, g.m.; Richard Knickeson, 
sis.m.; PGW, rep. 

Madison, WKOW-TYV (27) 215 W. Washing- 
ton Ave. Cls. A hr. $280, min. $56, ID $28 
Ben F. Hovel, g.m.; W. E. McClenahan, 

: Headley- Reed, rep 
y (33) West Beltline. Cls. A 
hr, $325, min. $65, ID $33. Merritt Milligan, 
g.m.; Donald G. Harrer, asst.m.; Weed, 


rep. 
Warinette- Gren Bay, WMBV-TV (11) Radio- 
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SUCCESS 


in selling—through television 


If you are interested in how different types of advertisers have 
used television successfully you are interested in the TELEVISION 


AGE series of Product Group Success Stories. 


Each article takes up a different kind of advertiser, goes into 
his advertising problems, then tells how these problems have 
been answered through television. Each case history is factual 
and complete. Each article includes dozens of actual television 


success stories. 


Reprints are available at 25c each, 20c in lots of 10 or more. 


Just fill out the coupon below. 


Reader’s Service 


Television Age 


444 Madison Avenue, New York 22, N. Y. 


Please send me reprints of the Product Group Success Stories: 


Number of copies Number of copies 
Bakeries & Bakery Products Gas Companies 
Dairies & Dairy Products Telephone Companies 
Banks & Savings Institutions 


Dry Cleaners & Laundries 


Insurance Companies 
Coffee Distributors 
Men’s Clothing Stores 
Cough & Cold Remedies 
Electrical Appliances 
Beer & Ale 


Department Stores 


Groceries & Supermarkets 
Furniture & Home Furnishings 
Tlome Building & Real Estate 
Jewelry Stores & Manufacturers 
Nurseries, Seed & Feed 
Hardware & Building Supplies 
Soft Drink Distributors 
Travel, Hotels & Resorts 
Sporting Gouds & Tuys 

Drugs & Remedie. 

Gasoline & Oil 

Shoe Stores & Manufacturers 


Restaurants & Cafeterias 
Moving & Storage 

Television & Radio Receivers 
Cosmetics & Beauty Preparations 
Weight Control 

Auto Dealers 

Women’s Specialty Shops 

Pet Food & Pet Shops 

Candy & Confectionery Stores 


Farm Implements & Machinery 


PEPPER PETTY 


Electric Power Companies 


Name ae : ___ Position 





Company 








Address 








EEE tn eee State 





0 | enclose payment O Bill me 


1 Please enter my suliscription for TELEVISION AGE for one year at $7. As a 
premium | will receive a copy of the Source Book of Success Stories 
which includes the second 15 of the above Product Groups. 
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Teevision Park, Wells ia Marinette, Cls. 

hr, min D $30, Joseph € 
Orie g.m.; William R. Walker, tv m. 
Hollingbery, F rep. 

Milwaukee, WISN-TV A 759 N. 19 St. 
Cls, A_hr. $1,000, $240. ID $100. 
John B. Soeli, V.p-&st.ms, Richard E. 
Shireman, loc. sls.m.; Petry, rep. 

Milwaukee, WITI-TV i6) Box 641. Cis. A hr. 
$600, min, $110, ID $55. Dean McCarthy, 
st.m.; Blair Television . +. rep. 

Milwaukee, WI'MJ-TV (4) 333 W yates | St., 
Zone 1. Cls. AA hr. $1,450, ID $138. Wal- 
ter J. Damm, v.p.&g.m.; Neale V. Bakke, 
ao m.; Harrington, Righter & ‘Parsons, 


nitecuinee. WXIX (19) 5445 N. 27th St. Cls. 
AA hr. "$800, min, $150, ID $75, Frank 
Shakespeare Jr., g.m, Richard P, Hogue, 
g.sls.m. ; CBS-TV Spot Sales, rep. 
Superior, KDAL-TV eee Duluth, Minn.) 
Superior, WDSM-TV (see Duluth, Minn. ) 
Wausau, WSAU-TV (7) 714 Fifth St. Cls. AA 
hr. $350, min. $70, ID $35. Richard D. 
Dudely, g.m.,&c.m.; Meeker, rep. 


WYOMING 


Casper, KTWO-TV (2) 143 N. Durbin St. 
Cls. A hr. $150, min, $30, ID $15. Burt I. 
Harris, p.; Lawrence S. Berger, g.m.&sls.- 
m.; Meeker, rep. 

Casper, KSPR-TV (6) 3900 E. Second St., 
Box 930. Hr. $120, min. $26, ID $12.50. 
Donald L. Hathaway, g.m.; Richard B. 
Frech, loc.cm.; Walker Rawalt, rep. 

Cheyenne, KFBC-TV (5) 2923 E. Lincoln- 
way. Cls. A hr. $200, min. $40, ID $15. 
Wm. C. Grove, v.p.&g.m.; Charles P, Ca- 
hill, e.m.; Hollingbery, rep. 

Sheridan, KTWX-TV (9) Satellite of 
KTWO-TV Casper. 

Thermopolis, KWRB (10) 500 pronewey. 
Cis. AA hr. $150. min. $30, ID $ M. V. 
Ernst, co-o.&sls.m.; J. P. Ernst. CO-0. ; 
Gill-Perna, rep. 


ALASKA 


Anchorage, KENI-TV (2) Box 1160, Fourth 
Ave. Theatre Bldg. Cls. A hr. $150, min 
$30, ID $15. Alvin O. Bramstedt, g.m.: 
William Stewart, sls.m.; Del Day and 
James Fletcher, reps. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 
4th & Denali St. Cls. A hr. $150, min. $30, 
ID $15. A. G. Hiebert, p,&g.m.; Claire O. 
Banks, c.m.; Alaska Radio-TV. rep. 

Fairbanks, KFAR-TV (2) 512 Second Ave 
Cls. A hr. $150, min. $30, ID $15. Donald 
G. ——, st.m.; Jack Barnhart, c.m.; 
Del Day, rep. 

Fairbanks, KTVF (11) Box 590. Cls. A hg 
$135, min. $27, ID $13.50. Walt Welch, 
John Griffin. c.m.; Alaska Radio-TV, oe. 

Juneau, KINY-TV (3) 231 S. Franklin. Hr. 
$60, min. $12, ID $7.20. Jerry McKinley, 
st.m.: Vern Metcalf, loc.sls.m.; Alaska 
Radio-TV, rep. 


HAWAII 


Hilo, KHBC-TV (9): Satellite of KGMB-TV 
Honolulu 

Honolulu, KGMB-TV (9) 1534 Kapiolani 
Blvd. Cls. A hr. $400. min. $87.50, ID 
$42.50. Melvin B. Wright, st.m.&nat.sls.m. ; 
Cc. C. Crockett. g.sls.m.: PGW, rep. 

a ye KONA-TV (2) 1170 Avani St. Cls. 

A film hr. $350, min. $75, ID $37.50. Art 

Sorinkie, st.m.&g.sls.m. Jim Spencer, 
nat.sls.m.: NBC Spot Sales. rep 

Honolulu. KHVH- TV (4) 1290 Kia Moana 
Blvd, Cls. A hr. $300, min. $65. ID $32.50. 
Jack Burnett. exec.v.p.&g.m.: Young. rev. 

Wailuku, KMAU-TV 3) Satellite of KGMB- 
TV Honolulu. t 

Wailuku, Maui. KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 


Agana, KUAM-TV (8) Box 68. Cls. A hr. 
$120, min. $24, ID $12. John P. Barton, 
res.m.; Mary C. ——- c.m.; Inter- 
continental Services, rep. 


PUERTO RICO 


Mayaguez, WORA-TV (5) Box 43, Darling- 
ton Bldg. Cls. AA hr. $173, min. $33, ID 
$15. Alfredo R. deArellano Jr., p.&g.m. ; 
Reinaldo M. Dvnont. st.m.&c.m. ; Inter- 
American Publications, rep. : 

Ponce, WKIK-tY (4) ~-.. —.xzton Bidg. Cls. 
AA hr. $150, min. $26, ID $11. Wm. Cor- 
tada, ¢.m.; Jose Ribas, c.m, Inter-Ameri- 
can Publications, rep 

Ponce, WSUR-TV (9) LaRambla, Box 471. 
Cis, AA hr. $150, min. $26; ID $10. Mari- 
ano Angelet Escudero, g.m. Pan Ameri- 
ean, rep. 

San Juan, WAPA-TV (5) WAPA Bidg., Box 
2050, 357 Ponce de Leon Ave. Cls, A hr. 
$250. min. $55, ID $22. Carlos Rivera 
Gonzalez, g.m.; Caribbean Network, rep. 

San Juan, WKAQ-TV (2) Stop 8, Puerto de 
Tierra. Cls. AA hr, $375, min. $80, ID $32. 
Jose Oviedo, gm.; Inter-American Publi- 
cations, rep. 








—— 


Pulse 


admitted Alaska 
3 years ago! 


read And~Pulse \ outside the U.S.A. 
employs standard Pulse techniques 
originated 1%, years ago — used in 
4 Alaska and it 222 U. S. markets 

CO V last year 

& 

<°~ TELEVISION 
AND RADIO 





ae 


Naturally Pulse’s trained interview specialists “speak 
the language”—have a special grasp of local conditions. 


& 


For Pulse interviewing in the home is done by women 
who live nearby. No phone calls, no mailings, no 
“traveling crews.” Solid—mature, responsible probing. 
WPOLBINTLO utCO Therefore, if you are interested in our newest, proudest 
49th state, with its high standard of living, amazing 
income, startling growth, possibly Pulse can serve you. 


With standard data for television and radio —or for 
special research assignments—the complete facilities of 
the Pulse International Division are at your disposal. 


MIBsICO 
CANRIDE 
TELASY ARTI 


. aaa For instance, interviewing in Puerto Rico and Mexico 
TIN Guibas is conducted by a Spanish-speaking staff; in Hawaii 
Pulse interviewers are adept in dealing with the 85% 
of the population that is non-Caucasian — Japanese, 
Standard Filipino, Chinese, Hawaiian, etc. 
Pulse Data 
and 


Special Studies 


We invite your inquiry, can serve you abroad with the 
same high standards that prevail in our U.S. operations. 


Kae kk Ka Kk kk kkk kkk KK 














Nothing 
takes the 
place of 730 FIFTH AVENUE 


INTERVIEWS 
in the NEW YORK 19, NEW YORK 


Just phone for facts: hone 
INTERNATIONAL DIVISION ULSE, Ince. 


JUdson 6-3316 LOS ANGELES + CHICAGO + LONDON 
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the coverage you get with 


WHIN-TV 


the SELLibrated station 
of the 
GOLDEN VALLEY... 
(Central Ohio) 
UP 117.5% on Sunday, 6:00 to 10:00 
p.m. in Charleston! 
UP 64.9%, Monday through Friday, 
6:00 to 10:00 p.m. in Charleston! 
UP 32.4%, Monday through Friday, 
6:00 to 10:00 p.m. in Huntington! And 
so on, according to ARB figures for 
November 1957! 

With so many viewers leading 
the way, it’s easy to see why 
more and more smart time 
buyers are switching to 


WHTN-TV 


CHANNEL 13 


A COWLES STATION - ABC BASIC 
Huntington-Charleston, W. Va. 





Serving More 
Advertisers 


than any other 
Iindiana* 
TV STATION 


WTHI-TV 
Ch. 


CBS-ABC-NBC 

(251,970 TV HOMES) 

TERRE HAUTE 
INDIANA 


% Except, of course, Indianapolis 


BOLLING CO..NEW YORK, CHICAGO 
LOS ANGELES, SAN FRANCISCO, BOSTON 
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News 


(Continued from page 57) 


last March, Mr. Beavin had used very 
little local advertising, depending most- 
ly on the national company’s campaigns 
to push Glidden paints. As a test, he 
signed a 10-week contract with WxIx 
Milwaukee, buying a 12-plan consisting 
of five announcements during the 10:15 
p. m. Late Show and seven spots in day- 
time hours. 

In buying late-evening spots, Glidden 
reached principally the family audience 
and gave its dealers a chance to view 
their spots. In scheduling daytime an- 
nouncements, the campaign delivered a 
large female audience. Three-quarters 
of each 60-second spot demonstrated 
the ease of applying Spred-Satin paint, 
with a 15-second “tag” featuring four 
dealer locations per announcement. 

Says Mr. Beavin of the tv campaign, 
which cost $5,000: “The wx1Ix spots 
caused so much traffic, resulting in in- 
creased business, that our Milwaukee 
office broke all records in coming up 
with a 34-per-cent increase over the 
previous April. 

“Our objective was twofold — to 
increase sales and to improve dealer 
acceptance — and we have done both 
beyond anything hoped for. This is, 
without question, the best year Glidden 
has had in Milwaukee in the 40 years 
we have operated in the market. None 
of us would have believed it was possible 
to accomplish so much in just 10 weeks 
of using a single medium.” 





Forjoe Changes 


Forjoe & Co., Inc., national sta- 
tion representatives, has  an- 
nounced the appointment of Doug- 
las Brown as a sales manager, 
Edward Argow as senior account 
executive and Robert A. Lazar as 
general manager of the firm’s Chi- 
cago-Midwest Sales Division. Mr. 
Brown, who recently joined For- 
joe as a senior sales executive, ac- 
quired extensive timebuying and 
advertising experience with the 
Compton Advertising Agency, the 
Biow Co. and Headley-Reed. Mr. 
Argow, also a former Forjoe sen- 
ior sales executive, was formerly 
associated with Dancer-Fitzgerald- 
Sample. 








WXYZ Builds 


Construction is underway on the 
new $4 million Wxyz-Tv-AM De- 
troit studio - office - transmitter 
building, which is being erected 
on a 93-acre site on Ten Mile Road 
in the city of Southfield, Mich. 
The new two-story building will be 


200 feet wide by 180 feet deep. 





Surveying the new studio location 
are: (l. to r.) Hal Neal, v.p. of 
radio for WxYz; James G. Riddell, 
executive v.p. of AB-PT, and John 
Pival, v.p. of television WXYz-TV. 


It will house television and radio 
studios, administrative and sales 
offices as well as all transmitting 
facilities. A large farm home on 
the property will be remodeled for 
an employee cafeteria, offices and 
other facilities. 

A 1,000-foot plus tv tower has 
been begun and should be in op- 
eration by November 1. The new 
studio building will be completed 
by June 1959. Construction is be- 
ing handled by the Austin Co. The 
new building will replace the three 
Detroit locations now being used 
by the wxyz stations. 





Much of the campaign’s success 
stemmed from a complete merchandis- 
ing plan set up to implement the on-the- 
air push. The 80 dealers and their wives 
toured the WXIX studios and were given 
a thorough rundown on the campaign 
and the philosophy behind it. Addition- 
ally, posters were supplied to participat- 
ing stores. 














In the picture 


MacGlashan, account manager on 





Alfred R. Tennyson, director of Kenyon & Eckhardt’s tv-radio commercial production 
department, is being transferred to the agency’s Los Angeles office to become vice president in 
charge of tv-radio for that office and K&E’s San Francisco branch. He has headed the com- 
mercial production department since its formation in December 1955 and was elected a K&E 
vice president in July 1956. He joined the agency as a tv-radio producer in 1951, was 
put in charge of tv-radio commercial production shortly afterwards and headed up all tv- 
radio production in 1954. Prior to joining K&E, Mr. Tennyson was a radio-television pro- 
ducer with Cunningham & Walsh and was also night manager of radio station WHN New 
York for two years. In his new post his responsibilities will include both commercial pro- 
duction and programming and supervision of all California-filmed commercials. 


projects director at Spiegel, Inc. 





Alfred H. Morton has joined the Gothic Corp. as vice president in charge of television 
research and sales, it has been announced by George F. Foley, president of the management 
consultant firm. Mr. Morton, who will make his headquarters in the New York offices of 
Gothic, has had a broadcasting career spanning a quarter of a century and including such 
credits as vice president in charge of NBC owned-and-operated stations, vice president in 
charge of television operations for NBC, president of National Concert & Artists Corp., direc- 
tor of television for 20 Century-Fox and director of the Voice of America. Mr. Morton, who 
for two years also headed his own management consultant firm, will function in Gothic’s 
new research and sales service for program developers, directing research and _pre-selling 
activities for tv packagers planning to make pilot films. 


Geyer Advertising has announced the election of L. C. Mae- 
Glashan (left) and Wright Nodine as vice presidents. Mr. 
the automotive division of 
American Motors Corp., came to Geyer in 1957 from Maxon, Inc., 
where he had been creative director. 
agency experience at Gardner Advertising, Kudner and Brooke, 
Smith, French & Dorrance. Mr. Nodine, account manager on the 
Boyle-Midway division of American Home Products Corp., has 
been with Geyer since its 1952 merger with the W. Earl Bothwell 


agency, of which he had been a vice president. 


Fred Willis (left), market research director of the Toni divi- 
sion of the Gillette Co., has been named director of marketing 
development, a newly created post, with Joseph L. Shapiro 
succeeding him as director of market research. Before joining 
Toni in 1951, Mr. Willis was a member of the market research 
division at Armour & Co. in Chicago for three years: earlier he 
was employed by the Market Research Corp. of America. Mr. 
Shapiro came to Toni four years ago, following service as assistant 
director of market research at the Hallicrafters Co. and research 


Giraud Chester has been elected vice president in charge of ABC Television daytime pro- 
gramming, Thomas W. Moore, vice president in charge of television programming for the 
network, has announced. Mr. Moore at the same time announced the promotion of Armand 
Grant to the post of director of daytime programming for ABC-TV. Both positions are 
newly created. Mr. Chester had been director of new-program development for the Ted 
Bates agency, a post in which he was involved in all network time purchases for the 
agency's clients. From 1954 to 1957 Mr. Chester was head of daytime programming for 
NBC-TV, in which capacity he was responsible for the selection of such shows as The Price 
is Right, Tic Tac Dough and Comedy Time. He also helped develop the plan for Matinee 
Theatre and was in charge of rebuilding NBC-TV’s daytime schedule in late °55. 

















































He has also had extensive 
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KTVO is the only station 

serving America’s boom area... 

the area surrounding Ottumwa, 
Iowa and Kirksville, Missouri. 


OTTUMWA 
° 





e 
KIRKSVILLE 


MISSOURI 








KTVO serves 200,000 TV 
homes exclusively. 








KTVO serves this single- 
station market on clear channel 3 
with 100,000 watts power and a 
1101 ft. tower. 


KTVO 


© BB a 


Offices: Ottumwa, Iowa 


Represented by: George P. Hollingbery Co. 
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An agency bigwig has his minions 





worried worse than the humidity. He 
dropped a card to “The Gang” from 
his seaside lair which said: “Having 
wonderful time. Wish most of you 
were here.” 


* * * 


Attention Les Harris: Some cat 
wrote us to inquire if the CBS Tele- 
vision Film Series San Francisco Beat 
is a show about west-coast hipsters? 

x x * 

Met a fellow the other day who had 
just lost his job at one of the net- 
works. We expected him to be down 
in the dumps, but instead he was 
happy as a lark. How come you seem 
to be feeling so rosy, we asked. 

“It’s something I read in a book 
last night,” he answered. “No matter 
what’s happened to me, it just doesn’t 
seem too important or amount to a 
How could it after I 
read in this book, Names on the Land, 
that Mole Hill in West Virginia has 


just changed its name to Mountain?” 
* x * 


row of beans. 


Calling some crooks! The United 
Press International sends the follow- 
ing warning message to the thief in 
Detroit who broke into a house in that 
city and snatched a portable television 
set. Know ye by these presents, the 
UPI advises, the house belongs to Po- 
lice Commissioner Edward S. Piggins. 


* % * 


According to NBC Moscow cor- 
respondent Irving R. Levine, the Rus- 
sians allow that they invented color 
tv as far back as the early 1700’s. The 
Reds base their claim on the tinting 
experiments of a pre-Marxist Russian 
named Mikhail Romanosov and vow 
that the work Mike started almost 300 
years ago will be taken up again soon. 
Experimental color transmission, Mr. 
Levine reports, is expected to begin 
in the Soviet Union in the near future. 

Seems like a long time between 

steppes. 
x * * 

Have gun, will sublimate: Although 
the American cowboy was often “a 
sneak thief, a drunkard, a vagrant, 
and Indian girls were taught to run 


Camera 


screaming when they saw him coming,” 








he has remained a romantic fixture in 
American folklore. So says Harry 
Golden, editor, publisher and sole 
writer of a monthly newspaper that 
could happen only in America, The 


(Mr. Golden is 


also author of our current best-loved 


Carolina Israelite. 


book, Only In America.) 

Mr. Golden goes on to explain 
WHY the cowboy remains our number- 
one figure of romance, glamor and 
honor, especially on tv: 

“The ‘wide open spaces, for one 
thing; the desire for ‘freedom. This 
is a tremendous factor, probably the 
most important of all. 

Secondly, the Western is the art 
form, above all others, which pays 
the 
of Puritanism. Randolph Scott, Gene 


homage _ to American tradition 
Autry, Roy Rogers and other cow- 
pokes never kiss the girl. 

“The ‘wide open spaces, the hunger 
for ‘freedom’ and that they are ‘sex- 
the 
factors which will make the westerns 
The ‘kissless’ 


desire in 


less’ or ‘above’ sex; these are 
and 

the 
permanent virginity; and in men, the 


The 


sex drive is so strong that man is not 


go on on. story 


satisfies women for 


hidden desire for ‘impotency. 


really conscious of this hope for ‘im- 


potency. Sex means responsibility, 


trouble, involvement, being ‘tied 
down’—/jorever. 
“And so he waits for that big mo- 


show. The 


cowpoke has cleaned up the town; he 


ment in the Western tv 
has said ‘goodbye, maam, to the 
beautiful girl; the dancing girls in the 
Last Chance Saloon have voted to con- 
tribute half of their earnings to the 
new schoolhouse; and there he is, our 
hero, a king with a guitar-playing 
(Andy Gabby 


Hayes); and off into the sunset he 


jester Devine or 
goes with no ‘involvement, no posses- 
sions to tie him down, no notes to pay, 
no rent, no mortgages, no res ponsi- 
bility at all; and all the men of 
America are asking is just to be al- 
lowed to dream a little, before they 
have to get up early and again try to 


sell some more insurance.” 
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STATION B 
| MAXIMUM 
| POWER 

STATION C 
| MAXIMUM 
| POWER 


WSAZ-TV 
MAXIMUM 
POWER 


LOW 
TOWER 


HIGH 
TOWER 


HIGHEST 
TOWER 








NIELSEN NCS # 3 


100% Coverage 
Counties 
More Than 75% 
Coverage Counties 43 
More Than 50% 
Coverage Counties 57 
Total Coverage 
Counties 68 


% PENETRATION OF 68 COUNTIES IN COVERAGE AREA 
WSAZ-TV Sta.B 
21* 0% 1* 


Sta. C 


12 22 
26 39 
43 50 














HUNTINGTON-CHARLESTON, W. VA. 


Wv.B.c. 


Affihated with Radio Stations 


WESTwWwoR=E 


WSAZ, Huntington 6 WKAZ. Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
C TOM GARTEN, Commercial Manager 


Represented by The Katz Agency 





WBAP.-T\ 


is TOPS in the... — 


U.S. MARKE 


- THE GREAT Re aed. MRSS 
FORT WORTH-DALLAS | : 3 


AREA 


LOOK AT THE MARKET: 


MARKET DATA* 


OEY Oe . 


. 27520  WBAP-TV 
Effective Buying Income $4,436,534,000 
Effective Buying Income Per Family - - - - $ 5,243 - TO oe ~ © 
Total Retail Sales $3,448,461,000 is In: 


Retail Sales Per Family 4,085 


*Source: Sales Management Survey of Buying > ®@ Rate Protection 
Power, May 10, 1958 = % 


* : 


LOOK AT WBAP-TV | ’ @ Better Availabilities 
wePaee seater _ @ Faster Merchandisi 


The Pioneer Station in the Great Southwest, leads 


i : eee 
all Stations in the Fort Worth-Dallas Area from ‘ = ) Facilities 
Sign-On to Sign-Off! : 


To cover the 12th U. S. Market . . . the Fort 


53 rich Texas and Oklahoma Counties, choose 


z e 
: : © Color Telecast 
Worth-Dallas Area . . . and the trade territory of % * olor ele as ing 


the top-rated station, WBAP-TV! 
*Regular ARB, April-May 1958 
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WEAP-TW 


BASIC NBC FOR NORTH TEXAS 


FORT WORTH * 3900 BARNETT DALLAS * 1900 NORTH AKARD 
AMON CARTER AMON CARTER, JR. HAROLD HOUGH | GEORGE CRANSTON 


Founder President Director Manager 


R N, WOODWARD, Inc. — National Representatives 
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